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LIKE THE FLAVOR 
OF A FRESH-CUT 
LEMON.... 


When it’s /emon you want, Exchange is 
the Oil! 

More than 80% of all the lemon oil used 
in the United States is Exchange Lemon 
Oil. This overwhelming endorsement by 


the trade is your assurance that Exchange 


Lemon Oil delivers flavor . . . clarity 
and uniformity not found in any other 


Lemon Oil. 


Always specify it by the brand name 
when you order — Exchange Oil of 
Lemon. And to insure your satisfac- 
tion, accept no other brand. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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It’s plain arithmetic... 
When you install a new National Model M-100 
Mogul, it has the immediate effect of slashing 
your operating and maintenance costs down to a 
minimum — gives you up to 334% more pro- 
duction with the same operating costs. 
Think what National’s new Model M-100 Mogul 
will mean to you in terms of improved quality of 
goods and increased production. 
@ Perfect moulding. 
@ Uniform and accurate deposits of even weights. 
@ Elimination of waste scrap due to leakages and 
tailings saves material. 
@ 3314% more boards per minute. 
@ New “Thoroclean” Sieve gives cleaner centers 
with die-cut precision. 
@ Sturdier construction means no breakdowns. 
Greater durability. 











: : ¢ PINPOINT ACCURATE © EVEN WEIGHTS 

Let’s talk delivery . . . Installation of the new DEPOSITS © MICROMETER ACCURACY 
Mogul Model M-100 can be made over a weekend * NO LEAKAGE ° NO TAI 

so that you will have continuous production with KA AILINGS 

no loss of time. ¢ NO WASTE ° 


NO SCRAP 










Consult us about any of cared yon Bog Our vast 
Organization and experienced staff is always at 
your service. 


















NATIONAL DEPOSITOR D-100 


Constructed with extra heavy steel 
frames and streamlined enclosure with 
large doors for easy access to all operat- 
ing parts. Newly designed mechanism 
rmits all adjustments for tray, skip and 
mp Bar while Depositor is operating. 
Depositor is equipped with a new motor 
drive with variable speed arrangement 
which allows for finest adjustments for 
tray travel. 





® Immediate Deliveries 


ALL NEW ° ALL STEEL © HEAVY DUTY 
* Budget plan arranged if desired 


* Inducive trade-in allowances on NATIONAL MOGUL MODEL M-100 
your old equipment ‘ “ 
Santee tow alt anita Greater Durability * Greater Ruggedness * Greater Beauty 





Precision built to the highest en- printer to depositor. The newly 
gineering standards. NewHarmonic constructed “Thoroclean” and 
Motion Tray Travel device insures Quick Removable Sieve is smoother 
increased production and smoother 


transfer of moulding boards from 


EQUIPMENT CORPORATION 

















operating and eliminates vibration. 





152-157 CROSRY STREET NEW VORK 1D N V 


































SS 


FRITZBRO AROME MAPLE IMITATION 
EKOMO VANILLA IMITATION 
FRITZBRO purrenscorcn IMITATION No. 1 
EKOMO MAPLE WALNUT IMITATION 


s 
FRITZBRO COCONUT IMITATION No. 1 
Special 
> 
OIL PEPPERMINT USP XilI 
Rectified 
* 
OIL LEMON USP Xill CALIFORNIA 
COLDPRESSED “Exchange” Brand 
© 
OIL ORANGE SWEET USP XIll CALIFORNIA 
COLDPRESSED “Exchange” Brand 








Prices and working details 
3 on request. 
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N O package assortment is complete without these 
ever-popular flavors . . . tested, time-tried and com- 
petitively proven, they are the stand-by favorites of 
leading fondant goods manufacturers. 

We sincerely believe it will pay you co compare the 
flavoring specialties listed in the accompanying panel 
with any you are now using of corresponding type. 
By doing so, you have two opportunities for gain: 
1. You may find that ours is the better flavor; or 2. 
You may find that it produces as good a flavor at a 
worthwhile saving in cost. You may even discover 
that the FRITZSCHE product gives you both! If 
you're a wholesale manufacturer and would like to 
make this comparison, we'll gladly supply a FREE 
test sample of any you may elect to try. Merely 
address us on your letterhead, mentioning this publi- 
cation and the type of flavor you would like us to 


supply. 





BRANCH OFFICES and *STOCKS: Atlanta, Ga., Boston, ‘Mass., *Chicago, tl, Cim 
cinnati, O., Cleveland, O., Dallas, Tex., Detroit, Mich., *Los Angeles, Calif., Philadelphia, 
Pa., San Francisco, Calif., *St. Louis, Mo., *Toronto, Canada and *Mexico, D. P. 


FACTORY: Clifton, N. J. 


FRI 1s CHE = 
Mnothers, Ine. 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, ™. ¥. 
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ceiling show cases about 42 inches high. Lower portion of each pier has odd-shaped 

open case. set into pier above. Octagonal candy cases are set in center of floor. 
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Pioneer Specialized Publication for Confec- 


tionery Manufacturers Plant Management, 
Production Methods, Materials, Equip- 
ment, Purchasing, Sales, Merchandising. 





Published Monthly on the 5th by The Mogsfeniaing Ge Coutocttaner Publishing Company, pub- 
lishers of The Manufacturing Confectioner—The Blue Book—The Candy Buyers’ Directo andy 
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Circle 6-6456. Publication Office: Pontiac, Illinois. corm. 1949, Prudence W. Allured. 
All rights reserved. Subscription price: One Year, $3.00. Two Years, $5.00. Per Copy, 35c, except 
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DUSTING - THIN BOILING - MOULDING 


OTARCHES 
CORN sSYRUPS 





Products offered by Anheuser-Busch practical “Know How.” An ever-in- 
to the Candy and Confectionery In- creasing number of customers is 
dustry have been developed to evidence of the dependable 
meet the requirements of this performance and uniform qual- 


particular industry. Each prod- ity of all Anheuser-Busch 





uct is the result of Research plus products. 


Corn Products Department 


ANHEUSER-BUSCH, INC.:-- SAINT LOUIS, MO. 
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Not by a Lifeguard or a Fireman but saved by a 


D&O flavor, the right flavor, the correct flavor. The _ 
D&O flavor “lifeline” includes the most complete an 
is, 
range of true and synthetic flavors to meet the i, 


= specifications and price requirements of the 
WZ Candy Industry. The right D&O flavor has saved 


many a product from consumer indifference and 
helped make it a “best seller” 





. For the solution 
of your flavor problems, D&O offers you the cumulative 


experience of more than 150 years. Consult D&O 
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S168 DODGE & OLCOTT, INC. 


180 Varick Street + New York 14, N. Y 

BOSTON + CHICAGO - CINCINNATI « DALLAS - LOS ANGELES - PHILADELPHIA « ST. LOUIS - SAN FRANCISCO 
ESSENTIAL OILS « AROMATIC CHEMICALS « PERFUME BASES « VANILLA « FLAVOR BASES 
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‘Dont breathe a word of 
this, Georgia, but she won 


FIRST PRIZE 


it by using Givaudan’s Dpiatinee 
Imitation Peach Flavor F-234.° 


FLAVOR 














Even the experts agree that Givaudan’s 
Imitation Peach Flavor F-234 is outstanding. It is unusually close to the 
fruity effect of Nature’s peach... to the aroma and fragrance of the 


fully ripened and newly broken fruit. 


The extraordinary background of this imitation blends well with 
other flavors, and is remarkable in its freedom from unpleasant 


aftertaste often associated with such products. 


Economical in use, Imitation Peach Flaver F-234 
is likewise versatile, being excellent for hard candies, fondants, gum drops, 
syrups, and pie fillings. Quotations, samples, and suggested 


proportions will be furnished upon request. 


Siren flag 


330 West 42nd Street ¢ New York 18, N. Y 
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Sweetose™ 


Staley’s enzyme-converted sweetener 
brings these benefits to your finished 
products at LESS COST: 


. Prevents crystallization 

. Retains moisture 

. Doesn't mask flavors 

. Adds SWEET food solids 
. Boils faster, whips lighter 


. Costs less to use 


SESE SE HPCE ESSE ESEEHEHESHEFHESHEHHEEEEE 


Cee Sytigp 


Staley’s Crystal 43 Corn Syrup, Unmixed 
—A High Quality Standard Confectioner’s 
Corn Syrup. 


1. Prevents crystallization 
. Adds body 
. Supplies food solids at minimum cost 
. Dependable cooking characteristics 


. Adaptable to all standard candy 
formulas 











Staley’s 


CORN AND 
SOY BEAN 
PRODUCTS 


eeeee eC eee eee eweeeeeeeeeeeeeeeeeeeereeee? 


eeeeeeeveeeeeee ee eeeeeeeeee 


Te 
A. E. STALEY 


Decatur, Illinois 


COOKING AND MOULDING 


Sieeches 


COOKING STARCHES: 


1. ECLIPSE "F’"—medium fluvidity—for 
firmer textured jellies. 

2. ECLIPSE "'G'’—high fluidity—for 
rapid cooking, greater clarity. 


MOULDING STARCHES: 


1. Standard—ordinary Corn Starch. 

2. Special—recommended because it 
is almost dustless (treated with oil 
to reduce dust). 


eeeeeeeeeeeeee 


Staley’s ‘'Sta-Sol”’ Lecithin Concentrate, 
extracted from soybean oil, gives your 
finished products these benefits: 


1. Faster mixing 
. More complete mixing 
. Less grainage with age 
. Fresh flavor longer 
. No dryness in chewing types 
. Reduces viscosity in chocolate coatings 


MFG. CO. 


* Sweetose is o trade mark of the A.E. Staley Mfg. Co. Decatur, Ill. Registered in the U. S. Pat. Office. 
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Sauttexr Coated 


ENDLESS CANVAS 
FEED and BOTTOMER BELTS 


Sizzling, steaming days needn’t mean dingy, discolored bot- 
toms on your chocolates. VOSS Sanitex Coated Belts will help 
you maintain first-quality appearance in any weather. These 
expertly made endless Belts, used for feed and bottomer ap- 
plications by major candy makers through-out the country, 
were especially designed by VOSS to meet the hot-weather 
problem. The sealed coating blocks off condensation from the 
cold slab to keep moisture from reaching bottom of centers. 


And VOSS Sanitex Coated Belts are easy to clean—steam- 
proof—strongly made to give trouble-free service over a 
long life. You’ll find them superior in every detail. 


Don’t put up with poor quality any longer. Month in and 
month out, keep your production at sales-building tops in 
appearance with VOSS Sanitex Coated Belts—send today 
for further information! 








POR WES 
FINISHING 
TOUCE!s 


HI-GLOSS No.3 
PLASTIC COOLING 
TUNNEL BELTS.... 


oY a Puts glossy, mirror- 
like bottoms on your choco- 
lates and coated cookies. 


oY 2 No cracking—no 


peeling. 
* 3 Longer belt life— 
will not wrinkle. 4 


Y r | Easy to splice—can 


be run immediately after 
splicing by our new method 
—no waiting for cement ‘to 
dry. ‘ 


oY 5 More sanitary— 


plastic top cleans in a jiffy. 





VOSS BELTS mean 
LOWER MAINTENANCE 


Look to VOSS for the newest and best 


coOsTS in. belting of every description—a com- 
a plete line of Belting and Specialties for 

the candy industry: Batch Roller Belts, 
Caramel Cutting Boards, Conveyor and 
V-Belts. And remember—VOSS features 
fast deliveries! 






























NORTH RAVENSWOOD AVENUE 
CHICAGO 26, ILLINOIS 
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Which Tony uses* KONUT? 









































You'll wave your sales curves into a beautiful “updo” if you use Konut. Nuts roasted 


in Durkee’s Konut have the delicate flavor that brings customers back for more. 


al, 


: 


A Product of DURKEE FAMOUS Foops 


One of America’s Great Food Institutions 
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Wherever you're located, you'll find a 
Walter Baker salesman and chocolate 
consultant ready to serve you. Here's 
Herb Thiele of New York, who says: 
a 











' 
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CHOCOLATE 
CONSULTANT 


WALTER BAKER'S 


WALTER BAKER CHOCOLATE AND COCOA SAI 





DIVISION OF GENERAL FOODS CORPORATION, DORCHESTER 24, MASS. LO: 
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Choectite Coating 














Herb Thiele knows what he’s talking about. 
He ought to! He’s handled quality chocolate 
and cocoa for 39 years. And experience has 
taught him the coating essentials that make 


manufacturer wants his candy to have a flavor 
all its own. So he recommends the Walter 
Baker coating whose taste and texture are best 


for your product. In doing this, he chooses 





fine candy even finer. from some thirty high-grade coatings and 
Flavor, for instance! Herb knows that every 


liquors. Among the finest of these are: 


PLAZA Vanilla Coating 
Heavy viscosity; light color 
**... adds extra richness to your centers,” 


MAYFLOWER Milk Coating 
Heavy viscosity; light color 
**...a mouthful of flavor for candy bars.” 


SUFFOLK Bittersweet Coating 
Thin viscosity; medium color 
** ..can’t be beat for smooth texture and 
‘snap’.” 





A Walter Baker man like Herb Thiele, with a lifetime 
spent in the business, is a good man to know. And 
since the success of his business depends on the suc- 
cess of yours, you can always rely on the judgment 
of the Walter Baker consultant nearest you. 


EAGLE Liquor 
Medium color— 
.. nota liquor in the field to match it.” 





Products of General Foods 


She Kiel ame tu Chocolale... 
He List Word in Gewvee 


CHOCOLATE COATINGS 


SALES OFFICES IN CHICAGO, 
LOS ANGELES, NEW YORK, 








CLEVELAND, 
PHILADELPHIA, BROKERS IN ALL PRINCIPAL CITIES. 
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Molds for Hard Candy Figures 


I wonder if you could help me with 
the following problem: 

I would like to make barley sugar 
animal figures. I have solid chocolate 
molds, which | would like to use for 
this purpose. However, once the 
liquid sugar is poured into the molds 
and gets hard, | find it impossible to 
get the animals out of the molds. 1 
have tried using fats and slab oil on 
the molds before pouring, but to no 
avail. The formula I am using is 
sugar, water, and cream of tartar, 
cooked to 330 F. 

My problem is—how can I get the 
candy out of the molds easily and 
without breakage? I thank you in 
advance for an immediate reply. 

—New Jersey 


REPLY: The molds which we be- 
lieve might be satisfactory for mak- 





F 


ing the product you desire, are those 
made of Babbitt metal or pewter. Be- 
cause these metals contain a high 
proportion of lead, their use may be 
objectional to the Food, Drug, and 
Cosmetic Administration (owing to 
a possible contamination of candy 
with lead). Some Babbitt metal molds 
may still be available through supply 
firms. 

Probably the molds you refer to in 
your letter are of wrong type metal. 
These molds heat up so rapidly and 
retain the heat; so that it is impos- 
sible to release the candy formed in 
them. We might suggest other means 
of producing your hard candy ani- 
mals, 

First, we believe you will secure 
better results by using some corn 
syrup and cooking to a lower degree. 
The reason we suggest some corn 
syrup is to achieve less brittleness 
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Inside view 50” Show Flake Cream Beater, with baffles, open top and water jacket. 


The Snow Flake Cream Beater is a 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 


whitening the Fondant. 


Years of experience have proved and verified 
our claim that the Snow Flake Cream Beater is 
engineered to handle fondant with corn syrup 
better and faster, with the desired result at its 


maximum. 


Make your next installation a Peerless Syrup 
Cooler and Snow Flake Cream Beater. 


in the candy. An all sugar candy is 
definitely more brittle than one con- 
taining some corn its We would 
suggest you try a formula of 70 parts 
of sugar and 30 parts of corn syrup 
(43 Be), using enough water to dis- 
solve the sugar, no cream of tartar, 
and cooking to 290 F. 

These animal shapes or other forms 
may be obtained by casting in starch 
molds. Though hand casting is slow 
and tedious, it may be done by using 
a hot-water funnel. The starch is 
separated from the candy by screen- 
ing and the candies may be brushed 
and then polished by a light applica- 
tion of white oil. 


Assortments of Boxed Candies 


Please suggest some ways to pack 
the chewy, nut fruits, and general 
assortments of candies in boxes for 
display. 

—New Jersey 

REPLY: We offer you the follow- 
ing suggestions: 

Assortments will vary as the sale. 
Local demands are often very differ- 
ent from national demands. Certain 
pieces are all-around favorites. 

Assortment of Summer candies 
may include: Sugar peanuts, vanilla 

(Please turn to page 20) 








“When your fo:- 
mula’ includes 
corn syrup! 


For smeeth, white 
fondant that is uni- 
formly tender 


MUST 








To Prospective Purchasers of USED WERNER 


When considering the purchase of used equipment it is 
advisable to determine the exact age of such equipment. 
It is suggested that you obtain the serial number of 
any of our equipment under consideration and write to 
us, the original manufacturers, requesting information 
as to its age and the availability of parts for repairs. 
We, as manufacturers of this equipment, will be glad to 
co-operate by supplying this information. 


EQUIPMENT. 








JOHN WERNER & SONS, INC. 


713-729 Lake Avenue 


vo, Pas 13, N.Y. 
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. THE WORLDS FINEST ORANGE OIL 


Made exclusively from oranges from Give it all your tests for quality, uni- 
the Sunkist Groves of California. formity and strength, Then you'll buy 
Exchange Oil of Orange gives you Exchange Brand. 


more real orange flavor, drop for drop 
or pound for pound, than any other 
orange oil. 


Distributed in the United States exclusively by 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 
FRITZSCHE BROTHERS, INC. 
— 2 76 Ninth Avenue, New York 11, N. Y. 
“Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 

The Exchange Orange Products Co., Ontario, Calif. 
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CANDY PRODUCTION 
METHODS AND FORMULAS 


by WALTER L. RICHMOND 


rrr ore 





A BIG 640-PAGE BOOK OF CANDY “KNOW-HOW” 








CC PRopucTION: METHODS AND FORMULAS, now ready for prompt 
shipment, is a big, 640-page, extra-helpful book designed to give practical 
“know-how” answers to problems of candy manufacture. Walter L. Richmond, 
the author, is plant superintendent for Garrott Candy Company and for 
Jane Garrott Candies, Inc., of St. Paul, Minn. His series of articles on candy 
manufacture in THE MANUFACTURING CONFECTIONER, which drew wide 
acclaim of the confectionery industry, are condensations of some of the 
extra-helpful chapters in this important book. 


In Canny Propuction: METHODS AND Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: 
(1) Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., 
(3) Trouble Shooting. Mr. Richmond tells both the reasons and the 
methods of operation. In addition, he provides carefully selected formulas 
for both the wholesale and the retail trade. 


Whether you have a large plant or a small one, CANDY PRODUCTION: 
METHODs AND ForMuLas will prove a valuable asset to your firm. Mr. 
Richmond’s book has 30 helpful chapters, as shown in the accompanying 
contents table. Its 640 pages contain 500 candy formulas and detailed 
production information on candies. For quick, convenient reference, a 
numbered list of the book’s 500 formulas—grouped also under 32 main 
candy classifications—is provided. A comprehensive index and large dia- 
grams showing both how to decorate Easter eggs and how to insert fruit and 
nuts in the centers are still additional features. Designed specifically as a 
production man’s text, Mr. Richmond’s helpful book also provides generous 
space alongside the formulas for notes during actual production in the 
candy plant. 


Canpy PropucTion: METHODS AND FORMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 








BOOK ORDER 2 


The Manufacturing Confectioner Pub. Co. 
9 S. Clinton Street, 
Chicago 6, Il. 


Please send me Mr. Richmond’s new helpful book CANDY PRODUCTION METH- 
ODS AND FORMULAS which contains 500 candy formulas. I am enclosing $10.00. 


USE THIS ORDER FORM 
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CONTENTS 


Flavors and Colors (Ch. 1) 
Cream Candies (Ch. 2) 


Chocolate Covered Cast Creams 


(Ch. 3) 
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Plain Creams, Glazed Butter Goods. 
Crystallized Creams (Ch. 7) 


Cream Coated Bon Bons (Ch. 8) 


Chocolate Puddings, Chocolate Paste, 
French Chocolates (Ch. 9) 


Easter Candies (Ch. 10) 
Glace and Preserved Fruits (Ch. 11) - 
Coconut Candies (Ch. 12) 
Milk Products for Fudge and Cara- 
mels (Ch. 13) 
Fudge (Ch. 14) 
Caramels (Ch. 15) 
Marshmallows (Ch. 16) 
Nougat, Sea Foam (Ch. 17) 
Icing (Ch. 18) 
Jellies (Ch. 19) 
Starch Gums and Jellies (Ch. 20) 
Hard Candy (Ch. 21) 
Butter Crunch, Butter Scotch 
(Ch. 22) 
Taffy and Kisses (Ch. 23) 
Nut Candies (Ch. 24) 
Pop Corn (Ch. 25) 
Salted Nuts (Ch. 26) 
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Useful Information — Charts 
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Unsatisfactory Results, Cause and 
Remedies (Ch. 30) 


and 
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PHILLIPS FLAVORS 


GIVE YOUR CANDIES 
THE TASTE OF 


FRESH FRUIT 


IMITATION 
COCOANUT 
FLAVOR #1965 


















@ Give your candies a fresh fruit taste. 
Keep the natural goodness of the flavor from 
being lost when put into your special formula. You 
can if you use Phillips Imitation flavors . . . the 
latest products of laboratory research, testing 


and new techniques. Phillips flavors give 


IMITATION 


CHERRY al -f ER all 3 
FLAVOR #1865 ‘ ways uniform, always especially good. 


real customer satisfaction because they are 


Ask your Charles R. Phillips representative 


about our flavors. Or write us direct for samples. 
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of course they're California's finest 


BLUE DIAMOND ALMONDS 


Here’s still another popular bar confection that com- 
bines a famous name in chocolate with a famous name in 
almonds. You know it’s good, because it’s made by the 
Walter Baker Chocolate and Cocoa Division of General 
Foods Corporation, and the almonds are California’s finest 
“Blue Diamonds.” 

One interesting thing about Blue Diamond almonds is 
this . .. they give you extra quality that, in turn, pays you 
dividends in lower handling 
costs. Inspection in your plant 


quality -checked can be cut to an absolute mini- 


2 mum because batteries of 
by photo “J photo-electric sorting mach- 
electric eye: 


ines here at the world’s largest 
almond “factory” are turning 
out almonds precision-sorted 
with more-than-human accuracy. The Exchange holds an 
exclusive license to the use of this equipment for almonds. 

Whether you order Supreme Grade in specified kernel 
sizes . . . or the new Select Sheller-run, with 95% perfect 
kernels . . . both are checked by photo-electric “eye.” For 
full details, consult your Blue Diamond representative, 
or write us. We're almond specialists, and have been for 
39 years. 








WRITE FOR YOUR FREE COPY 
As a service to the candy industry 
the Exchange offers this illustrat- 
ed booklet containing 22 useful 
formulas for popular almond 
candies. Write for your free copy 
today. 


America's He. 1 Supplier of Fine Almonds 


vt AMOy, 


CALIFORNIA 


GROWERS 


ide lsilctalic 


California 
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nut fudge, chocolate nut fudge, cream 
wafers, nut crunch, hard candy, 
spices strings, gum patties, assorted 
gum drops, turkish paste, vanilla nut 
caramel, and French gums. 

Assortment of chocolates may in- 
clude: Vanilla, chocolate and maple 
creams coated in both light and dark 
chocolate; fruit jelly, and vanilla 
caramel coated in both light and dark 
chocolate; nougat and molasses chew 
coated in light chocolate; almonds 
and hard peanut candy coated in light 
chocolate, cellulose wrapped nut cara- 
mel, One pound box contains about 
25 dark coated pieces, 16 light coated 
pieces, 2 panned nut hard candy 
items and the caramel, making a total 
of 44 candies. 

Another chocolate assortment may 
include: Fig jelly, raisin cream, 
wintergreen cream, maple walnut 
cream, vanilla caramel, caramellow, 
butterscotch, cherry cream, orange 
cream, marshmallow, chew, vanilla 
nut caramel, vanilla cream, nut 
chewy taffy, vanilla and chocolate 


cream, cherry cordial, chocolate 
fudge all coated with dark chocolate. 
Peanut clusters almonds, fruit and 
nut nougats, nut taffy, chocolate 
fudge, chew, and nut cream all coated 
with light cholocate. About 44 pieces 
to the pound. 

A chewy assortment may include: 
Nut nougat, chocolate and vanilla 
nougat layer piece, vanilla caramel, 
vanilla nut caramel, chocolate and 
vanilla layer caramel, pink nougat, 
molasses chews, pecan nougat roll 
slices, and vanilla or chocolate taffies. 

A nut and fruit assorted box of 
candy may include: Almond clusters, 
filbert cluster, pecan cluster, nut 
cream, orange cream, lemon cream, 
chocolate nut cream, strawberry 
cream, raspberry cream, walnut 
cream, nut caramel, cordial cherry, 
coconut cream, chocolate nut fudge, 
Jordan almonds, stuffed dates, 
candied fruits, candied orange or 
lemon peel. 


We have seen packages of all 
creams or all chewy candies, and 
while in many cases, one might wish 
for a large assortment of pieces, we 
would prefer a smaller assortment of 
exceptionally well made and correctly 
flavored candies. If a flavor or candy 
is at all questionable, omit it and 
protect your good name. 





the 
Candy Cleaner 


Wide range of adjustment enables this cost- 
cutting Currie Candy Cleaner to handle softest, 


largest, and hardest candies without damage or 


marring of the 


ditional cleaning required. 


oods. Vacuum removes all ex- 
cessive starch. All parts standard design. Candy 
passed or processed through cleaner is ready for 
packing, panning, or coating without any ad- 


Cocoa and Raw Cocoa 


We are rather confused on the mar- 
ket. Various papers say cocoa has 
“dropped sharply” since devaluation 
of currencies, yet some of the manu- 
facturers of goods in which chocolate 
or cocoa is used (devil cake mixes, 
fudge icing bases, etc.) have in- 
creased prices because they claim co- 
coa has recently advanced. Would 
appreciate any information or advice 
you can give us on trend of the 
market. —California 


Reply: Actually, except for specu- 
lative interest that dropped the mar- 
ket the first day, devaluation has had 
very little effect on the actual dollar 
price of cocoa beans. The supply and 
demand factor has had a great deal 
more to do with it, and the market 
continues to be somewhat soft, as far 
as raw cocoa beans are concerned. 

Various papers refer to “cocoa” 
when they mean cocoa beans, and 
manufacturers of mixes and icing 
bases refer to “cocoa” and mean 
cocoa powder. 

In the manufacture of cocoa pow- 
der, the cocoa butter is extracted, 
and, under normal conditions, this 
cocoa butter is generally figured to be 
worth about two and a half times 
the price of low priced cocoa beans, 


(Please turn to page 22) 








Sanitary and labor-saving, the Currie 

Candy Cleaner has a capacity of 5,000 
pounds an hour . . . can be placed in your 
production line in a matter of minutes . . . 
operates independently of all other ma- 
chinery. 


CURRIE MANUFACTURING COMPANY 


1837-43 West Grand Ave. 
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CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT 


400 W. Madison Street, Chicago 6, lll. 99 Hudson Street, New York 13, N. Y. 
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and a corresponding credit is issued 
to cocoa powder, which is made at the 
same time that cocoa butter is made. 


On today’s market, however, cocoa 
butter is a surpus item. There is 
plenty of it around, and its market 
value is only two times the price of 
cocoa beans. Consequently, cocoa 
powders receive about 20 per cent 
less of the normal credit they would 
get in the manufacturing process. 
The net result is a shortage of cocoa 
powder and an increase in the price 
of cocoa powder to offset the decrease 
in the price of cocoa butter. 


We trust that this explanation isn’t 
more confusing than everything else 
you have read, but we do want you 
to know that the manufacturers of 
mixes and icing bases are paying 
more for cocoa powder, despite an 
apparently lower market for raw 
cocoa beans, because the companion 
product, cocoa butter, has fallen in 
price much faster than actual raw 
cocoa beans. 


The chocolate coatings you use should fit 

the flavor and quality of your centers. 
Chocolate especially blended for your cen- 
ters brings out their individuality. Merckens 
Chocolate Coatings are tailored to fit your candy. 


—— TALORANADE 
D srvpin 
YY. 


Branches and Sales Offices in: 
New York ® Boston ® Chicago 
Los Angeles ® Philadelphia 
Seattle @ Salt Lake City 
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Colored Sugar Mint Wafers 


Can you furnish us with a good 
recipe for making colored sugar mint 
wafers, for which we want to thank 
you in advance. 

—New York 

REPLY: We suggest that you try 
the following recipes for making 
sugar mint wafers and if the result 
pleases you, then try larger batches. 
With the experience gained, you can 
modify the recipes to produce more 
nearly the product you desire. 

8 lbs. granulated sugar 
2 lbs. corn syrup 
2 qts. water 

Then cook the granulated sugar, 
corn syrup and water to 240-242 F. 
Stir in (batch is on rack) enough 
powdered sugar to make a stiff 
paste. Add color and flavor and 
funnel onto waxed paper. 

Bottoms of cast pieces must be dry 
before pieces are packed. Cup pack- 
ing of these, assists in avoiding 
breakage. 

A fondant may be made as follows: 

50 lbs. granulated sugar 

12 lbs. water 

2 lbs. standardized invert sugar 

¥% oz. ground or powdered 
gelatin dissolved in 

1 oz. hot water 


Cook sugar, water and invert 
sugar in kettle, stir until it boils. 
Wash down sides of kettle and cook 
to 242-245 F. Remove from fire and 
stir in the gelatin solution (gently). 
Pour the batch into an open type 
fondant beater, the surface of which 
has been moistened lightly with cold 
water. Allow the fondant to cool to 
about 95 F. then start beating. When 
beaten to a firm mass, allow to set 
about 30 minutes at least to mellow. 
This may be remelted (it is safer to 
melt using a water bath) by heating 
and stirring. Add about one tea- 
spoonful of Convertit to 20 lbs. of 
the melted fondant, then add flavor 
and color. Heat to 145-150 F. Cast 
onto heavy waxed paper or deposit 
into rubber molds. When removing 
from the paper or rubber molds, 
turn the pieces upside down so that 
the side next to the paper or rubber 
dries. 


Candy Figures Help 


Thank you very much for your 
very fine cooperation in giving us 
candy production figures. They were, 
I believe, exactly what our top execu- 
tives needed. 

—Wisconsin 















MERCKENS CHOCOLATE CO. INC. 


506 Seventh Street, Buffalo, New York 


THE MANUFACTURING CONFECTIONER 





a 


. 


ER 





Dow Methyl Bromide 


THE PENETRATING FUMIGANT | 


There is a sure way to prevent the entry of infested materials 
into your plant. Fumigate all shipments on arrival with Dow 


Methyl! Bromide. 


This powerful, penetrating fumigant has successfully treated 
nutmeats, cocoanut, milk, butter, cocoa beans, sugar, flour 
and many other products. It works speedily —aerates rapidly — 
whether materials are stacked in warehouses, stored in vaults, 
piled under gas-proof tarpaulins or are still in the box car. 
Harmless to most foodstuffs, its unexcelled penetration reaches 
the centers of ordinary bags and containers and kills rodents 
and insects in all stages of development. 


For complete information, ask your fumigator or write our 
Fumigant Division for the source of this service in your 
locality. 
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low Sugar Reacts in Candy Processing 


by EDWARD W. MEEKER 


Technical Sales Representative 
The American Sugar Refining Co., New York 


cue Is ONE of the purest materials used in your 
formulas, since it is of the order of 99.9 per cent 
or better in purity.* By purity is meant the almost com- 
plete absence of non-sugar components such as ash, in- 
vert sugar, and organic matter. It is important to note 
that properly refined granulated sugar grades are all of 
almost equivalent purity and vary only slightly in the 
percentage of non-sugar components. For example, typical 
analyses of sugar grades such as standard, medium, and 
sanding show them to be 99.95 per cent sucrose, 0.01 
per cent invert sugar, 0.005 per cent ash, 0.015 per cent 
organic non-sugar matter, and 0.02 per cent water, while 
grades represented as fine, extra fine, and fruit analyze 
99.90 per cent sucrose, 0.03 per cent invert, 0.01 per cent 
ash, 0.02 per cent organic matter, and 0.04 per cent 
water. Thus, the difference in the order of magnitude of 
the ash, for example, between any two of the foregoing 
groups of grades is only a matter of about 0.005 per cent. 
This exceptional degree of purity is obtained by the re- 
finer through the highly efficient and effective process of 
crystallization and recrystallization, abetted by the spe- 
cial purification procedures utilized while the sugar is 
in solution. 

In this discussion only granulated sugar will be con- 
sidered, since this is the class of sugar most commonlv 
used by the confectionery industry. It might be of in- 
terest first of all to define just what sugar is, because an 
understanding of this directly relates to its behavior in 
confectionery processing. 

Sugar is the generally accepted, common usage name 
for the pure carbohydrate chemically known as sucrose. 
The term sugar in chemical language is also employed 
in a generic sense, denoting a whole series of related 
compounds. However, the name sugar as used through- 
out this talk, and as used generally by the layman, means 
sucrose, thus the two names are considered synonymous. 

In scientific terminology sugar is known as a disaccha- 
ride. This simply means (the syllable “di” meaning two) 
that two molecules of certain groups of organic com- 
pounds known as monosaccharides are united chemically 





*This helpful article is condensed from paper presented by Mr. 
Meeker before a recent meeting of the Philadelphia section ot the 
American Ass’n of Candy Technologists. 
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to form the sugar molecule. Specifically, the disaccharide 
sucrose is composed of the two monosaccharides dextrose 
and levulose. Dextrose is often called glucose (not to be 
confused with corn syrup which by usage, but incor- 
rectly, is also called glucose) and is commonly known as 
grape sugar, while levulose sometimes is called fructose 
and is commonly known as fruit sugar. 


Sugar is a readily crystallizable, neutral, sweetening 
agent, and in confectionery terms may be classed as a 
drier which shortens the body of the confection and re- 
sults in graining. It is not possible to discuss in the short 
period of time allotted all of the reactions and proper- 
ties of sugar, so we will limit our topics to the two most 
important to the confectioner: (1) solution and crystal- 
lization and (2) inversion and its attendant development 
of color. It should be emphasized that the reactions which 
will be discussed are based upon pure sugar solutions, 
and these reactions may be markedly modified by the 
addition of other materials. 

The size of the crystals of the various commercially 
produced grades of sugar are of importance from two 
physical viewpoints:(a) the rate of solution and (b) 
the percentage of non-sugar components present. 

Sucrose fortunately has one of the highest rates of 
solution of commercial sweetening agents and the smaller 
the crystal size the more rapid the solution under equiv- 
alent agitation. It is also fortunate that under ordinary 
conditions sugar forms no hydrate (combination with 
water to form a solid product) and, therefore, goes 
directly into solution without difficulty. 

Moreover, the size of the crystals does not influence 
the amount of sugar that can be dissolved; i.e., one pound 
of water will dissolve two pounds of sugar at normal 
room temperature, (about 68°F.). This represents all 
of the sugar that can be dissolved at that temperature, 
and the resultant product is called a saturated solution. 
However, if the temperature is raised to about 190°F., 
three more pounds of sugar can be dissolved in the same 
pound of water. It is important to note that this greater 
quantity of sugar dissolved in the one pound of water 
will not be held in solution if the temperature of the 
solution is lowered, but will gradually crystallize out 
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PLASTIC 
FOOD COLORS 


CAKE FORM 


(Manufactured under Patent No. 1388174) 


SELF-MEASURING 


Each 2 oz. “cake” is scored, separating it into 16 
“squares.”’ These “squares” break off readily, en- 
abling accurate control of the color used in the 
batch. 


ELIMINATES ALL GUESSWORK 


The scored “squares’’ make it very easy to accu- 
rately figure the quantity required for any desired 
result. One “square” gives a desirable shade to 
a 35-lb. batch. 


TOE ATLAS GAdEL PROTECTS VEE 





STRENGTH -BRILLIANCY- SOLUBILITY 


Plastic Colors do not deteriorate. They are readily 
and fully soluble in hard candy, and retain their 
solubility almost indefinitely. Do not spot. 





ECONOMY-NO WASTE 


The use of Plastic Food Colors eliminates muss and 
dusting in preparing Pastes for use in hard can- 
dies. All waste of material and time is eliminated 
and everything, even the hands, are kept clean. 
It makes it easy to use the exact quantity required 
for any given shade. 





FIRST PRODUCERS OF CERTIFIED COLORS 


OHRGTAMM ¢ COMPANY Enc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 N1-13 E. ILLINOIS ST, CHICAGO I! 4735 DISTRICT BLVD., LOS ANGELES I 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI + CLEVELAND + DALLAS + DETROIT » HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.* MINNEAPOLIS * NEW ORLEANS + OMAHA-> PHILADELPHIA + PITTSBURGH + ST. LOUIS * SAN FRANCISCO 





THERE’S ONLY ONE 





WILD CHERRY FLAVOR! 


Be sure to use ATLAS 1535 Wild Cherry—a num- 
ber you can’t go wrong with! It’s your direct line 
to greater hard-candy profits through delightfully 
natural-tasting flavors. Consistently appealing in 
quality, Atlas 1535 goes over big with candy- 
makers who find it unvarying in its strength and 
remarkably resistant to high temperatures. Eco- 
nomical, too—only one ounce really flavors 100 
Ibs. of candy. Discover these outstanding qualities 
for yourself. Place your trial order today! 


Other “1500 LINE” IMITATION FLAVORS 
(ALL HEAT-RESISTANT) 


RASPBERRY ORANGE APPLE LIME 

GRAPE WILD CHERRY PEAR PEACH 
PINEAPPLE BANANA LEMON RUM 
STRAWBERRY RUM AND BUTTER 


TRIAL GALLON......... $10.00. $9.50 PER GAL.......... CASES (4-1 GALS.) 
(Delivered from our nearest warehouse) 





y 
4 . 
Mins w ¢ 
<3 
“tara 


THE ATLAS LABEL POOTECTS Yee 


FIRST PRODUCERS OF CERTIFIED COLORS 
OHRGTAMM £¢ COMPANY Enc. 


ESTABLISHED 


89 PARK PLACE, NEW YORK 7 1-13 E. ILLINOIS ST, CHICAGO 11 
ATLANTA * BALTIMORE + BOSTON + CINCINNATI = CLEVELAND = DALLAS + DETROIT 
CITY, MO + MINNEAPOLIS +» NEW ORLEANS * OMAHA - 


PHILADELPHIA - 



























1851 





4735 DISTRICT BLVD., LOS ANGELES 11 


HOUSTON > 


PITTSBURGH + ST. LOUIS * 


INDIANAPOLIS + KANSAS 


SAN FRANCISCO 





i a ae a a a | 





until the ratio of sugar to water has reached equilibrium 
at about 2:1 at room temperature. 

Solutions that contain an excess of dissolved solids at 
a given temperature are known as supersaturated solu- 
tions. Saturated sugar solutions have the very desirable 
physical property of remaining liquid at temperatures 
lower than those where crystallization will normally occur. 
This phenomenon is known as supercooling, which simply 
means cooling below the crystallization point of a liquid 
without separation of solid matter. In scientific termi- 
nology this is known as the metastable state, and a 
sugar solution in this condition would be called a meta- 
stable solution. In confectionery, we have two good ex- 
amples of the application of this state—(1) hard candy, 
which is very highly supercooled solution, and (2) crys- 
tallizing syrup, which is a supercooled, supersaturated 
solution from which a subsequent orderly deposition of 
sugar crystals on confections is desired. An excellent 
example of a very common material that is in a meta- 
stable state is ordinary glass. 

The physical condition surrounding supersaturation, 
supercooling, and subsequent recrystallization are of 
major importance to confectionery manufacture. For 
instance, in fondant manufacture, the final solution, which 
is highly supersaturated in respect of sucrose, upon being 
cooled without agitation to a lower temperature without 
crystallization then followed by beating, deposits the 
excess sugar to form minute crystals suspended in a 
saturated syrup, thus producing a fondant. 


If a fondant is prepared from sugar and water alone, 
it will not remain soft and plastic but will eventually 
crystallize and harden into a gritty, solid mass. In order 
to overcome this occurrence, a moisture retaining and 
attracting material such as invert sugar either must be 
added as such or produced in the boiling process. Scien- 
tifically, we would say that the invert sugar, in this case, 
acts as a plasticizer, a term which is used widely in the 
plastic and paper industries. 

Fortunately, one of the most important chemical re- 
actions of sugar is its ability to hydrolyze or “invert” 
to produce invert sugar. Invert sugar is the common 
usage name for a mixture of the monosaccharides, dex- 
trose (grape sugar) and levulose (fruit sugar) in approxi- 
mately equal proportions. It is produced commercially 
by a process known as inversion, which consists of treat- 
ing a solution of sugar and water with an appropriate 
acid or enzyme under controlled conditions. In confec- 
tionery processing, invert sugar can be produced, within 
the batch, by the use of inverting agents called “doctors” 
such as citric acid, tartaric acid, and cream of tartar. To 
form invert sugar either commercially or in confectionery 
processing, the sugar molocule is hydrolysed or split by 
the catalytic action of the inverting agent to produce 
equal parts of levulose and dextrose. This hydrolysis or 
splitting is accompanied by an increase in weight of solids 
because the water actually combines with the sugar and 
is utilized in the formation of the levulose and dextrose. 
For example, 95 pounds of sugar when inverted will result 
in approximately 100 pounds of invert sugar. 


Invert Sugar Properties 


Invert sugar possesses special physical and chemical 
properties which are quite different from the sugar from 
which it was derived. To the chemist, the levulose and 
dextrose of invert sugar are known as reducing sugars 
which specifically differentiates them chemically from 
sucrose, which is termed a non-reducing sugar. Invert 
sugar has the very desirable physical properties of (1) 
being hygroscopic (water attracting and holding) and 
(2) retarding the crystallization of concentrated sugar 
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solutions. Thus, in order to obtain the requisite physi- 
cal properties for fondant, invert sugar or similar mate- 
rials must be added or formed in the process, since, as 
explained before, the finished fondant consists of minute 
sugar crystals dispersed and suspended in a liquid phase, 
which is sufficiently fluid to be plastic and readily worked. 
Because the texture of fondant is of prime importance. 
its manufacture is primarily concerned with controlling 
the crystallization or graining of the super-saturated 
sugar solution. The kind of crystals produced in the 
graining operation depends upon (1) the degree of in- 
version produced by the “doctors” or the quantity of 
invert sugar added per se, (2) the presence of other added 
sugars such as dextrose, (3) the time and temperature 
of the cooking, (4) the addition of colloidal ingredients 
such as egg albumen, (5) the curing or “ripening” of the 
fondant. ‘Colloidal materials, such as egg albumen, delay 
or inhibit the crystallization process by affording large 
molecules to the solution which tend to stabilize the fond- 
ant by interspersing the large molecules between the sugar 
crystals, thus retarding crystallization. 


Problems of Processing 


If an excess of invert sugar is added to or produced 
during the cooking process, the finished fondant will be 
too soft. Similarly too much inversion of the sugar in 
other confectionery processes such as hard candy and 
nougat work will markedly affect the final product causing 
loss of gloss and stickiness in hard candy and sticky and 
too soft nougat. Many similar troubles will result from 
uncontrolled inversion in making other types of candy. 

Now, let us consider the effect of crystal size on the 
percentage of non-sugar components present and their sig- 
nificance. There is present in all commercial, highly re- 
fined grades of sugar minute percentages of non-sugar 
components. These non-sugar components are important 
in their effect on the behavior of sugar under certain 
conditions and may affect the results obtained in confec- 
tionery processes. 


It is known that the non-sugar components are con- 
tained mainly in the film of syrup adhering to the sugar 
crystal. It is reported that over 50 per cent of the ash 
content and total nitrogen is located in the outer 5 per 
cent of the crystal, that is, on the surface and immediately 
below the surface of the crystal, but that the color and 
certain ions such as calcium and sulfite remain some- 
what more uniformly distributed throughout the crys- 
tal.* 


Large grain sugar, by reason of its ratio of surface 
area to unit weight will retain smaller quantities of resi- 
dual syrup than smaller grain size sugar. For example. 
a cube of solid sugar of 1 x 1 x 1 inches has a surface 
area of 6 square inches. If this cube is divided by cutting 
it twice at right angles across the top and once through 
the side into equal parts, we will have eight cubes with 
the dimensions of 4% x % x \% inches. Each cube now 
will have an area of 114 square inches. Therefore, the 
total surface area for the 8 cubes will be 11% x 8 or 12 
square inches. Thus, the greater surface area of the 
smaller cubes will hold about twice as much residual 
syrup as that of the original cube. 


Now, what is the significance of these non-sugar com- 
ponents to confectionery processing? The confectionery 
industry, in the days gone by and even today, considered 
some grades of sugar as “strong” and some “weak”.* 
By a “strong” sugar was simply meant that the particu- 
lar sample was relatively resistant in solution to inversion 
and color formation at high temperatures. Large grain 
sugar. by reason of its smaller surface area and attendant 
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smaller quantity of non-sugar components was usually 
considered to be a “strong” sugar. 

Sugar, per se, is acidic in its properties, and this prop- 
erty is greatly enhanced at high temperatures causing 
auto-inversion. As the temperature is increased the pH 
value changes and the sugar solution becomes more acidic. 
Since sugar is essentially, and for all practical purposes, 
a 100 per cent pure product and contains only minute 
quantities of mineral matter (ash) which can act as a 
buffer, it is subject to rapid changes in pH at high tem- 
peratures and concurrently, the change in pH value to 
the more acid side results in inversion with accompanying 
color formation. 

It has been shown that the color developed in pure 
sucrose solutions under acidic conditions is primarily 
a function of the pH value. However, color formation 
must be preceded by inversion, and the color in acidic 
systems is due mainly to the formation and polymeriza- 
tion of an organic compound called, by the chemist, 5- 
(hydroxymethyl) -furfural. For example, at a pH value of 
1.7, a sugar solution heated at 293°F. for 30 minutes 
developed 1 per cent 5-(hydroxymethyl) -furfural with 
a color reading of 11.8 (arbritrary units) while at a pH 
6.0 only .004 per cent 5-(hydroxymethyl)-furfural was 
formed, resulting in only a 1.3 color reading. It has also 
been shown that most of this color development is ap- 
parently derived from the levulose (fructose) produced 
during the inversion of the sugar; i.e., a solution of pure 
levulose treated at 293°F. for 30 minutes at pH 1.7 formed 
21% per cent 5-(hydroxymethyl)-furfural with a result- 
ing color value of 11.9 units while at 6.0 pH only .007 
per cent was formed with a color value of 5.3.4 

Dextrose, which is also produced during the inversion 
of sucrose, follows the same pattern as levulose, but its 
color forming role is not as marked as with levulose. 


Intensity of Color 

Color development in solutions of levulose and dextrose 
is at a minimum at pH 3.0-3.3 and these sugars are most 
stable in this pH range. It should be emphasized that, 
while color can be formed directly from levulose and dex- 
trose, it cannot be formed from sucrose alone unless in- 
version has first taken place. \t is also of interest to note 
that the intensity of the color of a given sucrose solution, 
either of a pure sucrose solution or partially or wholly 
inverted solutions, is related to the pH value of the so- 
lution. As the pH of the solution rises; e.g., becomes less 
acid, the color becomes progressively darker, but this is 
due to the action of alkali on the sugar itself and not to 
the acid decomposition previously discussed. 

Oddly enough, it has been shown that a “weak” sugar 
which contains a relatively higher ash content is more 
resistant to inversion, and the higher the purity of the 
sugar the greater the inversion.® This anomaly is prob- 
ably best explained by the fact that the higher ash con- 
tent of the so-called weak sugar buffers or stabilizers at 
a given value the acidity developed during auto-inversion 
of the sucrose and thus inhibits inversion and reduces 
the fomation of color. Since more inversion can take place 
with higher purity sugars, this may well be due to the 
lack of buffer action resulting from the almost complete 
absence of ash. 

Since the inversion of sugar is primarily a function of 
the pH, it should be pointed out that the many other 
materials which are used in confectionery manufacture 
will materially affect the rates of color formation and 
inversion. For example, the composition and pH value 
of the water used is very important. Too many con- 
fectioners believe that water is just water, but this is far 
from the truth. It is very important that the composition 
and pH value of the water used be controlled or variable 
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results may be obtained. The late Dr. Stroud Jordan, who 
probably was one of the first to realize the importance 
of water in confectionery processing, has presented a 
very good discussion of this factor in his book, “Confec- 
tionery Problems.”® 

Another source of color development which may be 
of considerable importance is the presence of excessive 
quantities of iron salts as well as other metallic ions of 
high tinctorial properties. Iron salts increase color by 
the formation of organic iron compounds, which are 
intensely dark and only a minute quantity need be pres- 
ent to discolor a product. Sugar, fortunately, can con- 
tain only negligible quantities of iron by reason of the 
fact that, if iron were present to any extent in refinery 
processes, sugar satisfactory as to color both in the dry 
state and in solution will not be produced. Iron contami- 
nation can easily result from the confectioner’s own proc- 
essing equipment, as well as from the raw materials, and 
every effort should be made to minimize or climinate 
the possibility of contamination from equipment before 
raw materials are condemned. 


Excessive Color Development 


Mention might also be made of the possibility of ex- 
cessive color development where proteins (i.e., milk 
solids, etc.) and reducing sugars are present. Color 
development by reaction between nitrogenous substance 
such as amino acids and sugars is commonly referred 
to as non-enzyzmatic browning. Chemical reaction be- 
tween the free amino groups of the nitrogen containing 
material and the active groups of the reducing sugars 
form dark colored materials which in some cases are 
related to the furfural type of decomposition previously 
discussed.* This reaction can take place even at room 
temperature, although slowly, and it is markedly accele- 
rated at higher temperatures. A common example of this 
reaction is the browning of condensed or sweetened con- 
densed milk. 

It is obvious, therefore, that, in a given manufacturing 
process, the importance of standardization of ingredients 
and processes plus an understanding of what goes on in 
the process cannot be too strongly emphasized. Some of 
the more important reactions of sugar and their results 
point to the fact that careful control of both raw mate- 
rials and processing is mandatory if high quality, uni- 
form products are to be obtained at all times. 

Manifestly, we have been able to discuss only a few of 
the problems and reactions of sugar in confectionery 
processing. These reactions are being studied constantly 
and it is the responsibility of the confectioner to keep 
abreast of the new ideas and processes being developed 
which will afford uniform quality and improve quality 
control for his confections. A thorough understanding of 
the properties of the ingredients you use and of the 
mechanisms of your confectionery processes will go a 
long way in aiding you to solve your problems as they 
arise. 
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| SUCCESSFUL retailing, the con- 
fectionery industry, more so than 
many other businesses, is dependent 
on attractive, up-to-date stores. Be- 
cause candy is a food, the stores in 
which it is sold must not only be spot- 
lessly clean but must give the impres- 
sion of cleanliness. Because candy 
is also a delicacy and a luxury, these 
same stores must be appealing and 
inviting to the public. 

Modern, as opposed to traditional, 
design which architects favor today 
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BIT O SWEETS candy shop, 
Hempstead, L.L, N.Y., was de- 
signed to be “unlike the usual 
type of candy store.” to make 
it more outstanding. Interior, ex- 
terior design features are based 
on answers to Who are buyers 
of candy and why do they buy? 


for commercial buildings is ideally 
suited to meet the requirements of to- 
day’s candy store. The simplicity of 
line and the generous use of glass and 
mirrors is appealing to the eye, yet at 
the same time it centers the attention 
of the customer or passerby on the 
merchandise in the store rather than 
on the store itself. Furthermore, 


UNIQUELY DESIGNED 
Bit O Sweets candy 
shop features odd 
shaped display cases 
for candy and tie-in ac- 
cessories, such as 
dolls, small gifts, and 
greeting cards. Pack- 
ages to appeal to all 
types of shoppers are 
displayed throughout 
the store, Photos show 
» how interior and exte- 
rior, in modern design, 
are closely correlated 
in design features. 


stores of modern design are usually 
reported as easier to keep clean than 
are stores of traditional design. Part 
of this is due to the design itself, and 
part is due to the new materials which 
are available to the architect. 




















The first thing that impresses most 
people on viewing stores of modern 
design is the generous use of plate 
glass which in effect makes the front 
of the store open to the sight of all 
passers-by. In a candy store, with 
merchandise which has a natural ap- 
peal to the great majority of people, 
this open store front increases the 
buying impulse in a person passing 
the store. 

Upon entering the store, the sim- 
plicity of fixtures and display cases 
again centers the customer’s attention 
on the merchandise and also gives the 
impression of cleanliness without 
which a food store cannot hope to 
succeed. The lighting, which many 
architects consider the most important 
feature in the interior of the store, 
should be planned at the same time 
the store design is created. A lighting 
survey, quoted by C. L. O’Shea, of 
General Electric, at a recent Annual 
Store Modernization Show, proved 
that in food stores which were re- 
lighted according to present-day prac- 
tices sales increased 20 per cent. 

That many candy retailers have 
come to realize the advantages that 
modern store design has to offer them 
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van be seen by a study of the new 
candy stores which are being opened 
throughout the country. By far the 
greatest number are in a modern de- 
sign. 

These advantages, however, are 
not confined to those who are open- 
ing new stores. In many cases ef- 
fective modernization can be carried 
out in established stores. On this 
point, it would be well to heed the 
advice of architect Victor Gruen, of 
Gruen & Krummeck Associates, who 
warns against the practice of mod- 
ernizing the store front and leaving 
the interior of the store unchanged. 
Mr. Gruen says, “Store moderniza- 
tion should be done in one procedure. 








A store front is only a part of the 
whole indivisible unit. Interior and 
exterior have generally, in modern 
architecture, become so closely con- 
nected and interlocked that to design 
one without the other can never lead 
to satisfactory results.” 

The present day candy store has 
had a long evolution from the “penny 
candy” counter of the general store 
to the high class specialty shop that 
has made the candy box a standard 
gift item. When they designed the 
attractive Bit O Sweets candy shop- 
located at 215 Fulton Avenue, in 
Hempstead, L. I.,—Herman H. Sie- 
gel, the architect, and Ernest D. Rapp, 




























































the designer, did not follow the usual 
rules of the usual store. They asked 
themselves: Who are the buyers of 
candy? Why do they buy? And 
they came up with two answers: 

First, there is the shopper who is 
looking for a present for an anni- 
versary, birthday, or sick friend. He 
is the “determined” buyer. He may 
have in mind a box of candy, because 
candy is a standard—easy to think 
of, easy to select. Second, is the “im- 
pulsive” type of buyer. He is the 
window shopper: An attractive dis- 
play, an inviting window can remind 
him of a forgotten occasion, or tempt 
him into making that pleasing ges- 
ture. Take the business man on his 
way home—pretty display will re- 
mind him of a pretty wife. The 
woman shopper will see a bright, be- 
ribboned basket just right for the 
children. 

Both types of customers must be 
appealed to and both can be made 
to make an extra sale, for gifts re- 
gardless. And if you are in a giving 
mood—which your entrance into the 
store implies—it will be easy to sell 
you an ash-tray, a plate, a doll, or a 
box of candy. Mr. Siegel and Mr 
Rapp provided for that “extra sale” 
by designing unusual display cases 
to include teddy bears and stuffed 
animals for the smallest “sweet 
tooth,” and standard gift items and 
specialties for the gift-shopper. 


The entrance of a store and the dis- 
play of its merchandise are important 
factors in persuading the customer 
that he wants to buy and that he 
wants to return. The specially fabri- 
cated entrance doorway of Bit O 
Sweets is distinguished by having the 
door and jamb set into the glass with 
the glass plate thus surrounding the 
jamb. It would be hard to walk by 
the smart, oddly shaped trade mark 
of the Bit O Sweets store, set into the 
door, and hard to overlook the invi- 
tation of the open store front to walk 
in and “browse.” Once inside, the 
customer’s interest is held by the 
original, zig-zagged display cases; 
the gay repetition of glassware and 
china, in the mirrors set between the 
walls; the bright be-ribboned boxes: 
and the lively cocoa, vermillion, and 
lemon color scheme. As the designer 
and architect state: Bit O Sweets is 
an outstanding example of how to 
make a candy shop both sweet and 
saleable. 


DOROTHY HYDE candy shop in 
New York City uses huge glass 
window and glass door for attract- 
ive candy merchandising. Lighting 
fixtures above entrance and window 
display are concealed by translucent 
glass, enhance beauty of facade. 
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by JACQUES MARTIAL 


Mr. Martial is a practising designer with 
over 15 years’ experience in product design, 
package design, and merchandising. A mem- 
ber of the New York firm, Martial & Scull, 
he also is on the faculties of City College of 
New York and of Hunter College. 


.. AREFUL EXAMINATION OF the cost of packaging and 

the results achieved per dollar spent form a question 
full of portents. It is more so today because of the ten- 
dency of buyers and merchants to revert to prewar prac- 
tices. It is true that a great deal of money is wasted every 
year by manufacturers who neglect to analyze and prop- 
erly evaluate their packaging potentials, their cost, and 
their efficiency in relation to their merchandising pro- 
gram. 

The reasons for this waste are many and vary accord- 
ing to the policies as well as practices established by the 
responsible executives of each manufacturer. For years 
this writer has been noting causes of inefficiency and 
waste and has made a considerable study of this problem, 
trying to round up all the major, as well all the minor, 
points responsible for this situation. The task of formulat- 
ing some kind of rule or method of “diagnosis” has not 
been easy, especially because this problem is neither 
purely engineering nor purely artistic. It is, likewise, 
neither a problem which can be solved by logistics only. 
It is a problem full of imponderables. Human relations, 
for instance, cannot be measured with a micrometer. 
Timing, general economic conditions are also factors 
which may at one time or another upset a policy well 
established or a program well defined. Sufficient recurrent 
factors have been recognized, however, to be the main 
cause of waste, inefficiency failure, and poor business. 

The number one evil is the lack of careful analysis by 
almost everyone connected with the problem of design 


ROSEMARIE DE PARIS’ new “Jack Horner” pie- 

shaped package, also designed by Mr. Martial, has 

six wedge-shaped containers each holding different 

kind of candy and is styled for television hour visi- 
tors. Contents: 20 ounces. Price: $2.75. 
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low tood Package Design Cuts Costs 


NEW “CHRISTMAS TREE” package of Rosemarie de 

Paris, designed by Mr. Martial, is four-sided silver 

foil tree box cover over a partially hidden red base. 

and has hanging cord at top. Contents: 12 ounces. 
Price: $2.50. 


in relation to product and, particularly, packaging. It 
is the opinion of this writer that one of the major offend- 
ers is in many instances the designer himself, who is 
most of the time too absorbed with the “esthethics” and 
cannot digest properly all the elements involved in de- 
signing a product and a package. Often the designer is 
not allowed enough time to make a full analysis of his 
design problem. Sometimes the designer may not possess 
adequate facilities to ferret out the required facts. In 
other instances it is simply negligence on the part of every- 











Wraps round, rectangular, 
oval, or ball-shaped pops, 
using either plain or 
printed wrapping material. 


NEW YORE CHICAGO BOSTON CLEVELAND ATLANTA 


...Say candy men 
from coast to coast! 


Popular priced, quick turnover items such as candy pops 
demand the best in wrapping—at the lowest cost! And 
our Model LP Pop Wrapper, with its speed of 80 to 90 
flawlessly wrapped pops per minute, tops the field in 
meeting this requirement. That’s why it has become the 
outstanding favorite with candy makers everywhere. 

Moreover, the Model LP affords savings of up to 20% 
on material costs. In wrapping, the last twist and fold 
are heat-sealed—thus assuring complete protection, and 
eliminating the need for an excessive overlap! 

The carrier chain grips the stick of the pop and holds 
it firmly until folding and twisting are completed... 
There’s no slipping or shifting to cause loose folds or 
faulty seals. Therefore, uniform neatness is maintained. 

Extremely flexible, the LP can be quickly adjusted to 
handle a variety of different pop sizes. And only one 
operator is required even at top speeds. 

The Model LP offers you the speed you need to keep 
costs down — and the uniformly neat wrapping your 
product needs to stand out in competition. Why not get 
complete particulars from our nearest office? Write or 
phone today. 


PACKAGE 


DALLAS MACHINERY COMPANY 


DENVER LOS ANGELES SAN FRANCISCO SEATTLE TORONTO MEXICO, D. F. SPRINGFIELD MASSACHUSETTS 
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body. It is for this reason that I stress considerable im- 
portance on analysis in my class programs. 

The second point is the lack of team work in the manu- 
facturers’ departments concerned with design and pack- 
age design in particular. The recurrent tendency is to 
“pass the buck” to someone else, or “let” the designer 
find his way, or, again, pass on to the advertising agency 
the responsibility. Here the four essentials are not func- 
tioning in unison. These four essentials which form the 
core of any business, consist of: designing, production, 
merchandising, and advertising. The responsible exe- 
cutives for these four departments in any firm must cooper- 
ate and coordinate the designing, packaging, and display 
program which affect the sales. It is this team working 
together which can make or lose money. It is by the 
lack of coordination of these various departments that a 
manufacturer may waste considerable sums of money in 
packaging. The waste may reach in certain cases as much 
as 50 per cent of the total cost of packaging. 

The third point of weakness is the tendency to turn 
over the burden of the all-important problem of design 
to people who have not been sufficiently trained for this 
specialist task, but who think they are. This is done often 
under the pretense of economy but, in reality, its cost is 
usually far more than it should be, had the problem been 
given to the qualified specialist. Thus, a package may be 
so designed as to cost twice what it should, had the fully 
qualified specialist been entrusted with this problem. 

For instance, let us examine the following case: A 
manufacturer has a package which was designed some 
time ago. The sales department requests a new design. 
The old package has three colors. So the same number 
of colors is specified for the new package. Two or three 
sketches are submitted. One is approved. The old package 
cost 9 cents. By some bargaining the new package cost 
is reduced to 8.7 cents. Everyone is happy. 

Let’s study the costs, however, Let’s say the order is 
for 100,000. Package cost is $8,700. Artist fee is $300. 
Plates, type setting, mechanicals, etc., add $278. Agency 
service fee is $87.70. Total cost is then $9,364.70. Every- 
one is still happy. 

Had a competent specialist been called in, however, 
to take charge of the problem, he would have done this: 
First he would have made a careful analysis of the given 
specifications and an analysis of the market competitors. 
Then he would have studied the engineering possibilities 
of using a different method, and he would soon have 
found out that he could design a far more attractive pack- 
age with a striking design and use four colors—costing 
no more than three because the production would be in 
two runs with the new technique. Gross results: New 
package cost 4.5 cents, designer-specialist fee $1.000, 
mechanical cost $350. Total cost: $5.850. Net results: 
A big saving of $3.514.70—together with a better pack- 
age, a more effective package for making more sales. 
This represents a saving of approximately 30 per cent 
in the cost of packaging. 

The fourth point is time. Allowing too short a period 
of time to design and plan a packaging program is one of 
the most obvious causes of waste and failure. Yet in 
many manufacturing concerns the responsible executives 
do not plan design and packaging far enough in advance 
and do not benefit from the possibilities available. Every 
year this regrettable and wasteful practice costs the manu- 
facturers sizable sums. It is abundantly clear that the 
designer needs at least 30 to 60 days to make a thorough 
analysis and to study the problem before he starts his 
preliminary designs. He needs also 30 days more to com- 
plete and develop all the ideas into comprehensives. 
Then we must add fully 30 days for testing and obtaining 
approvals from all the departments interested. From 
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“PEEK-A-BOO” is new Rosemarie de Paris package for 
children, has two covered trays set side by side with 


. Martial, fabricated by Ameri- 
can Coating . Chicago. 

Other new Autumn Rosemarie de Paris packages in- 
clude: (1) “Panier d’Or—a foldup with three drawers, 
containing 12 ounces, priced at $2.50, (2) ‘Marie 
Antoinette—a $3-a-pound package of Continental choco- 
lates with the box cover featuring a color photo of actual 
di ds f ing the R de Paris civher Ie‘d 
over a background of flame-watered moire and deftly 
shot with silver threads. The “Marie Antoinette” ws 
introduced at a “candy * im the Rosemarie de 
Paris Fifth Avenue salon, in New York, at which 411 
actual diamonds (totaling 52 carats) glittered in the 
original cipher. It will be available in 50 leading depart- 
ment stores east of the Mississippi and in Rosemarie’s 

retail stores. 





this point on, time must be allowed for the package 
maker to establish the cost of production, make the neces- 
sary art work, setting type, making plates and all the de- 
tails of production. It is readily clear that a minimum of 
six months is required for planning and designing and 
not less than three months for production. The average 
time given by most concerns to their packaging pro- 
gram is about half what it should be and it is not rare 
to see the whole procedure squeezed into three months; 
happen what may! 

The last point of weakness, but not the least is the 
method by which the creation of design is conceived 
and developed. It is a task which requires a lot of talent, 
imagination, and energy, plus a great deal of experience, 
which is the profession of a specialist trained especially 
for this purpose at great cost and considerable time. 

Manufacturers should make certain that they have 
a good team of the four essentials. They must allow plenty 
of time for planning their programs, and third they should 
give judicious consideration to the choice of the one 
that will shoulder the responsibility of the design of 
their lines and packages. 


Experience proves that the solution of this problem 
is to secure the services of an independent organization 
capable of directing, creating, and following through the 
whole program of design and packaging in all its tech- 
nical details. This independant organization should be 
carefully selected not only for its talents and creative 
ability, but also for its technical ability, experience, and 
background. The specialists who form the organization 
selected can then study in detail all the problems away 
from the every day routine imposed upon staff people, 
speak freely without fear of infringing upon other de- 
partments, thus produce a fresh approach to designing 
problems and develop fruitful ideas with complete efh- 
ciency. 
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CANDY 


PACKAGING 
CLIME 


CODE PK11G49 
Chocolate Assortment 


Description of Package: Square, gold 
foil package that is two-layer, par- 
tial telescope type. Purchased in a 
New York City manufacturing re- 
tailer shop at $1.18 a pound. 

Size and Shape: Rectangular: 6%” x 
55%” x 1%”. 

Materials: Boxboard covered with gold 
foiled paper. 

Design: Name of firm centered in mod- 
ernistic ellipse on main panel. Name 
of candy below this. Foil is embossed 
with squares and interlocking lines. 
Ingredients and other data printed 
one side in blue. 

Colors: Blue on gold. 

Typography: Little used, but this is 
good. 

Originality: Good. 

Class of Trade: Department and candy 
store. 

Appearance of Box on Opening: Good. 

Box Findings: Glassine backed foil 
serves as lift-out liner for two layers. 
Glassine liner and brown board lift- 
out dividers separate two layers. 





The Candy Packaging Clinic 
of THe MANUFACTURING Con- 
FECTIONER will be glad to ana- 
lyze your candy packages and 
to publish coded reports on the 
findings in this department 
without cost. Firms requesting 
Candy Packaging Clinic anal- 
yses should send duplicate sam- 
ples of their packages and state 
the price and contents, so that 
allowance for price levels may 
be considered by the Clinic. 
Please send samples to: The 
Candy Packaging Clinic, THE 
MANUFACTURING CONFECTION- 
ER, 9 S. Clinton St., Chicago 6, 
Il. 
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EYE-CATCHING MULTI-UNIT candy package, featuring the popu- 
lar Three Bears of story-book fame, developed by Sylvania Divi- 
sion, American Viscose Corp. as a packaging suggestion for the 
confectionery industry. It consists of three cellophane bags held 


Brown wax paper cups. One piece 
gold foil wrapped. Embossed cotton 
on glassine wadding. Store list and 
pledge of quality insert. 

Sales Appeal: Very good. 

Display Value: Very good. 

Remarks: An attractive package that 
offers good protective features for 
the contents. 


CODE PK11H49 
Chocolate Covered 
Pecan Clusters 
Description of Package: Rectangular, 
gold, full telescope. Purchased in a 


PEARSON CANDY 
Company's new 
package of Wild 
West Pops (right). 
The cowboy theme 
on cover is carried 
out on the back, 
where two bucking 
broncs and a rider 
can be used as cut- 
outs by the kids. 


manufacturing retailer shop in Chi- 
cago at $1.25 a pound. 

Size and Shape: Rectangular: 914” x 
4%” x 1%”. 

Materials: Boxboard top covered with 
gold printed paper, Boxboard bottom 
covered with white calendered paper. 

Design: Name of candy in large brown 
lettering off right center of main 
panel, Name of firm in white reverse 
at lower right. Trade mark in white 
reverse at left. Ingredients and other 
data in white reverse on side. 

Colors: White, brown on gold. 

Typography: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Glassine lift out liner. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Good package for this type 
candy. 


together by a tent label. 


CODE PK11K49 
Chocolate Assortment 


Description of Package: Rectangular, 
full telescope package with double 
extension edges. Sent in for analysis 
as PK11-2 Price: $1.85 for 17 ounces. 
Cellophane wrapped. 

Size and Shape: Rectangular: i034” 
x 8%” x 1%”. 

Materials: Boxboard top covered with 
heavy grey paper. Boxboard bottom 
covered with white calendered paper 
Cellophane wrapper. 

Design: A special package for birth- 
day gifts, this package features the 





words “Happy Birthday” in green 
lettering outlined in white. The greet- 
ing is diagonally curved and off 
right center. A flying bird appears 
above the greeting, and the name 
of the firm below it. A floral piece 
in red, white, and green appears at 
left. Ingredients and other data are 
at lower right and continue down 
side of panel. 

Colors: Red, green, white, and black 
on grey. 

Typography: Very good. 

Originality: Very good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: See 
remarks. 

Box Findings: See remarks. 

Sales Appeal: Very good. 

Display Value: Very good. 

Remarks: This package also appears 
in a pink background. As manufac- 
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FOR SOMEBODY | 


Your Package has to stop ‘em and sell ‘em 


quick! Folks who swap cash for candy are getting 





mighty choosy. ... . Milprint packages have been win- 
ning applause that counts for candy men for more than 
50 years. Printed Cellophane, Glassine and Foils in rolls, 
sheets and bags and handsomely lithographed box wrap- 
pers are among the wide range of materials Milprint 
designers and craftsmen fashion into sales fetching con- 





fection packages. . . . Whether you make bars, pieces SAYS CANDY DANDY —“‘Milprint 
: : s oe do a quest ice De —— 
material — |i ra! splays, 
or box candies your local Milprint man can help you. ee at ae 
. . pieces so important to your product's 
Call him today. success.” 
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PACKAGING MATERIALS 


Lire OGRA PH VY. Eee swtaeti ae 


GENERAL OFFICES, MILWAUKEE, WISCONSIN 
SALES OFFICES IN ALL PRINCIPAL CITIES 


Printed Foil 
Bor Wrap 





Printed 
Cellophane Bag 


Printed Cellophane, Pliofilm, Acetate, Glassine, Plastic Films, Foils, Folding Cartons, Lithographed Displays, Printed Promotional Material 








Brokers ... 


For new candy lines, list your 
firm in the Confectionery Brokers’ 
Section of THE MANUFACTUR- 
ING CONFECTIONER and THE 
CANDY BUYERS’ DIRECTORY. 
Low rate is only $15 a year. 


THE MANUFACTURING 
CONFECTIONER 


9 Clinton St., Chicago 6, Iil. 








KIWI 
CODE DATER 


Easily attaches to any conveyor. 
Operates in any position—top, side, 
or bottom. Any numeral or letter 
comb nation. Once a day service. An 
automatic marker and pricer at rea- 
sonable cost, that spots mark where 
you need it. Helps stock rotation at 
all points. For details, write: 


KIWI CODERS CORP. 


3804 WN. Clerk St., Chicago 13, Ii. 


inks for Any Surface 
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RIBBONS 
( Candies 





turer of candy sent unfilled packages, 
appearance of box on opening and 
box findings cannot be discussed. 
Information received indicates these 
packages were originally designed as 
an experimental testing of the “birth- 
day market.” Because of successful 
reception, a 34-ounce package in grey 
and pink was added. Success of pack- 
ages appears due to: (1) Pleasing 
color appeal of packages; the pastel 
shades are invitingly pleasant. (2) 
Packages answer gift problem for 
birthdays conveniently, Package is 
one of most inviting and refreshing 
studied by the clinic this year. 





CODE PK11049 
Chocolate Assortment 


Description of Package: Near-square, 
full telescope, gold and brown pack- 
age of one-layer type. Purchased in 
a New York City manufacturing re- 
tailer shop, at 2 pounds for $1.89. 

Size and Shape: Almost square: 103%” 
x 11”x1\%”"” 

Materials: Boxboard top covered with 
gold printed cream paper. Boxboard 
bottom covered with calendered 
white paper. 

Design: Name of firm in large brown 

lettering appears in broken line 

slightly above center of cover. White 
reverse script lettering calls atten- 
tion to firm’s anniversary and ap 
pears slightly below center. Printed 
label and printed ribbon appear in 
lower right corner. Ingredients data 
in brown at bottom of main panel. 

Artistic brown and white pattern on 

sides. 

Colors: Brown and white on gold. 

Typography: Good. 

Class of Trade: Department and candy 

store. 

Appearance of Box on Opening: Very 

good. 

Box Findings: Embossed cotton on 

glassine wadding. Gold tipped lift- 

out dividers. Brown wax paper cups. 

Three pieces gold foil wrapped. Two 

pieces cellophane wrapped. Two 

printed inclosures. 

Sales Appeal: Good. 

Display Value: Very good. 

Remarks: An attractive package that 

effectively tells anniversary story of 








firm. Large, almost square shape of 
box also gives contents a pleasingly 
inviting appearance when package 
is opened. 


CODE PK11J49 
Peanut Brittle 


Description of Package: Rectangular, 
set-up folding box with tuck-in top 
Purchased in a Mundelein, Ill. gro- 
cery at 39 cents a pound. Cellophane 
wrapped. 

Size and Shape: Rectangular: 744” x 
4%” x 2”. 

Materials: Chipboard. Cellophane. 

Design: Sketch of individual with 
crown appears on main panel slightly 
off right center. Name of candy in 
white script reverse. Name of pieces 
in yellow reverse. Sides and ends 
are yellow and red striped, with 
ingredients and other data in blue. 
Information on candy and its history 
appears in blue on white on bottom 
panel. 

Typography: Good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Layers of brittle are 
individually wrapped in glassine 
bags. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Individual bags for each 
layer of brittle help answer problem 
of moisture and stickiness. Pieces 
were all in good condition and none 
stuck together. Individual bags also 
give fresh and clean appearance to 
candies. 


CODE PK8j49 
Wrapped Chewy 
Honey Candies 


Description of Package: Double cello- 
phane bag printed in red, yellow, and 
green. Krimp heat sealed at top and 
bottom. Purchased in a Chicago 
railway station restaurant at 8 ounces 
for 25 cents. 


(Please turn to page wo 











Plastic 
These 


‘Here Sa Good Idea” 


Plan a Weinman Transparent 


and counter dispensers have 
done “wonders” for candy and 


package for 1950. 
attractive containers 








nut distributors. 


Pack your products this modern way and help 
boost Sales! Send for samples and catalogue. 


WEINMAN BROTHERS, INC. 


Manufacturers 


3260 W. Grand Avenue CHICAGO 51 
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ANNUAL 
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Candy 
DIRECTORY 
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ISSUE 


will provide candy buyers 


with 
FIVE 
REFERENCE 


CLASSIFIED CONFECTIONERY SOURCES. Here in one handy, reliable volume 
the wholesale buyer has at his fingertips the names and addresses of over 
eight hundred wholesale manufacturers listed in one or more of the sixty 
classifications of confectionery products. This big main section provides in- 
formation that is available in no other single source. 


CLASSIFIED SUNDRY SECTION lists manufacturers of various types of 
merchandise commonly handled by wholesalers and volume retailers. 


BRAND NAMES DIRECTORY lists hundreds of the most popular candy names 
on the American scene—who makes them, where they are located. Available 





SECTIONS 








READ WHAT A FEW OF THE USERS SAY ABOUT £ 





READY REFERENCE 





* "We refer to the Candy Buyers’ Direc- 
tory at least once a day in order to find 
a particular type of candy in which we 
are interested at the moment. The Al- 
manac will be a big help in planning 
ahead for specific days.” 

The May Company (Dept. Store), Calif. 


* “The Directory is very helpful and we 

use it often. We appreciate your sending 
it to us.” 

Northwestern Candy Co., Inc. 

(Candy Jobber) Ia. 


* "A very useful guide, which we use 
constantly.” 

Standard Cigar Co. 

(Tobacco Jobber) Calif. 
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to advertisers only. 


BROKERS DIRECTORY carries the names and addresses of many firms, listed 
alphabetically by territories. 


CANDYMAN’S ALMANAC reminds the wholesaler and buyer of the many 
seasons, special days and events that are proven merchandising tie-ins. 


* "The Directory is a finger tip source 

of supplies; it is the Candy Jobber’s friend. 
Thank you.” 

Lowe Thomas Candy Co. 

(Candy Jobber) N.C. 


* "We refer to the Directory daily. Be 
lost without it.” 
Fairfield Candy Co. (Vending Machine) Pa. 


* “It's quite complete. Use it for refer- 
ence as much as the phone book.” 
Milton Bros. (Candy & Misc. Jobber) Pa. 





SIMPLIFIES BUYING 





* “It has helped us to get an additional 
supply. We use it when we are looking 
for new items to stock. Very helpful.” 

George R. Cass & Son (Candy Jobber) Ill. 





TIME-SAVER 





* "The directory enables us to locate the 
addresses of the candy manufacturer in 
a hurry, thus saving us considerable time 
and work.” 

Vincent Sales Service (Whise. Groc.) Ind 


* "This book is very helpful to me be- 

cause I can find any firm I want and what 
they are selling in a few minutes.” 

Imperial Tobacco Corp. 

(Candy Jobber) Pa. 

* “Thanks very much for a great time 

saver.” 
Concord Wholesale Conf. Corp. 
(Candy Jobber) N.H. 


* "The Directory of candy manufacturers 
is especially valuable when making plans 
for buying trips.” 

Younkers (Dept. Store) lowa 
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DISPLAY YOUR LINE 
in this proven advertising medium 


MORE CIRCULATION 


9,353 


CANDY BUYERS’ DIRECTORY, the December issue of CANDY MER- 
CHANDISING magazine, covers the wholesale buyers in greater 
number than any other publication in the field . . . reaches 9,353 readers. 
Over 7000 copies are received by volume-qualifying wholesalers— 
more than 2000 copies are used by wholesale-buying retailers. CCA- 
audited statements verifies this circulation. 


MORE ADVERTISING 


74 


74 firms used advertising in the 1949 edition. Every year, for sixteen 
consecutive years, CANDY BUYERS’ DIRECTORY has carried more 
advertising from more companies than any other single issue of any 
publication serving this field. This record is unmistakable proof of its 
ability to produce sales and goodwill. 


MORE BUYER IMPRESSIONS 


1.6¢ 
MAKE SURE 


And what an economical advertising buy. Your full page ad costs less 
than a postcard mailing, yet stays on the job for a full year to sell your 
name and line of products. Yes, 1.6c is all it costs to place your full 
page message in each copy. 





your company supplies us with information 
on your wholesale line, then back up this 
valuable directory service with display 
advertising to keep the constant attention 


CANDY BUYERS’ DIRECTORY 


$9 South Clinton Street 
Chicago 6, Illinois 


of buyers focused on your line. For advertis- 
ing rates and specifications write: 





303 W. 42nd Street 
New York i8, N. Y. 


412 W. Sixth Street 
Los Angeles 14, Calif. 








CLOSING DATE: DECEMBER Ist 
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LIKE LISTINGS 


* "The alphabetic listings in your direc- 
tory are of great help to me. Cannot sug- 
gest any change for the better.” 
Louis L. Halberstadt 
(Candy Jobber) Wis. 








REFERENCE ALL YEAR 


* “Used as reference book all year. We 
even file old numbers. A very helpful 
Directory—indispensable.” 

The Riddell Co. (Candy Jobber) Calif. 


* ‘We have used the directory to good 
advantage every year.” 
Autry Greer & Sons 
(Wholsale Grocer) Ala. 





for November, 1949 


* “Very helpful in reaching sources on 
seasonal items. Also good when locating 
source on new numbers.” 

Hester Stores Co. (Variety Store) Neb. 


* "Thank you for the Candy Buyers Di- 
rectory. This will be of great value to us 
as a candy jobber.” 
St. Cloud Jobbing Co. 
(Candy Jobber) Minn. 





CORRECT ADDRESSES 





* "The Directory helps us in many ways. 

Sure of correct addresses, different items 
to buy. Very good.” 

Kearney Candy Co. 

(Vending Machine) Nebr. 


* "The directory gives the correct mailing 
address and a list of the items or type of 
merchandise each manufacturer carries. 
Very helpful.” 

J. D. Mullins (Dept. Store) Tex. 


SERVICE TO 
INDUSTRY 


* "We think that the Candy Buyers’ Di- 
rectory is the most helpful book published 
in the industry.” 

George Henneke & Son (Candy Jobber) Md 


* "The Directory is a unique service that 
is indispensable.” 
Perkins Jobbing Co. (Candy Jobber) Tenn. 


* “Very good for the Industry.” 
Pittsburgh Candy & Cigar Co. 
(Chain Druggist) Pa. 
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Size and Shape: Rectangular: 6” x 
4”. 

Materials: Cellophane. Glassine. 

Design: Name of firm in red and yel- 
low. Name of candy in red on yel- 
low. Bottom of bag is simulated 
plaid of red, yellow, and green and 
has name of firm and ingredients 
data in yellow. 

Colors: Red, green, and yellow. 

Typography: Good. 

Originality: Good. 

Class of Trade: Candy and drug store. 

Appearance of Box on Opening: Good. 

Box Findings: Pieces individually 
wrapped in white glassine. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: This is a well made double 
bag for this type candy. The cello- 
phane printing is particularly good. 


CODE PK11149 
Rock Candy 


Description of Package: Rectangular, 
orange and blue, set-up folding pack- 
age with tuck-in ends. Sent in for 
analysis as Ne. PK1l1-1. Price: 25 
cents for 6 ounces. 

Size and Shape: Rectangular: 514” x 
344” x 154%”. 

Materials: Chipboard. 

Design: Picture of rock candy appears 
against wide blue stripe which runs 


diagonally across top and _ botton 
panels. Name of firm in blue appears 
below this heavy blue stripe. Logo- 
type in blue is above stripe. Ingre- 
dients and other data in blue on 
orange on sides. 

Colors: Blue and white on orange. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: None. 

Sales Appeal: Good. 

Display Value: Good. 


Remarks: Package is designed to sat- 
isfy demand for a dustproof, sani- 
tary consumer package. Traditional 
design includes good reproduction 
of contents on two main panels, Set- 
up display unit of six cartons is con- 
venient for counter. 


CODE PK8D43 


Chocolate Covered Marshmallow 
Pieces 


Description of Package: Red and 
white, rectangular, full telescope, 
flat, one-layer package with diagonal 
die-cut window in top panel. Cello- 
phane tape sealed at ends. Pur- 
chased in a Chicago chain drug 
store at 5 ounces for 49 cents. 


Size and Shape: Rectangular: 12” x 


3%” x WAI 3 
Materials: Top is white paper covered 





chipboard. Bottom is brown chip- 
board. Cellophane die cut window. 

Design: Name of firm in white on red 
panel covering about a third of top 
panel. Vertical yellow stripes run 
half way up this panel. Die cut 
window runs diagonally across about 
two-thirds of remainder of top. 
Name of candy below this. Red 
and white vertical stripes to right. 

Colors: Red, yellow, brown, gold on 
white. 

Typography: Good. 

Originality: Good. 

Class of trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Fair. 

Box Findings: Corrugated glassine 
liner. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Bottom of box does not 
appear quite strong enough to sup- 
port length of package. Package 
buckles at sides, also detracts from 
otherwise neat appearance of pack- 
age. 


CODE PK8I49 
Summer Caramel and 
Nougat Assortment 
Description of Package: Rectangular 
white package with die cut cello- 
phane window. Flat, full telescope, 
cellophane wrapped. Purchased at a 


WATER TIGHT .. AIR TIGHT 
-- FLAVOR GUARDED..... 
wrapped on the HAYSSEN!? 


Appetizing . ready-to-use products . . . 
attractively wrapped on the Hayssen. Adequate 
protection and good appearance are readily 
obtained when you select the proper material 
and use the Hayssen to wrap it. And the Hay- 
ssen is a mighty good investment because it is 
low in initial cost . . . has a long operating life 
. . . is easily adjusted to handle a wide range of 
sizes .. . has the Hayssen Electric Eye to register 


printed overwraps . . . and keeps the unit-cost 


IT PAYS TO WRAP 
THE HAYSSEN WAY 


low. For complete information on wrapping at its 
best, contact the nearest representative or write 


direct to the factory. 


MWSSLM 


ELECTRIC EVE Hayssen Mfg. Company Sheboygan, Wis. 


WRAPPING MACHINES 














for November, 1949 






























































WERTHY % 
” 






~ RIBBONS 


* 


Specialists 
in 
Tying Ribbons 


se 
Costs No Meore"’ 











; : 
i ip 


itelssle Mele a i: 











Subscribe to 
THE MANUFACTURING 
CONFECTIONER 


Only $5 for 2 years, $3 for 1 in 
U.S. and Canada. Only $7 for W eee, 
$4 for 1 year in countries. 





And many other features 
9 S. Clinton — CHICAGO 6, ILL. 

















Chicago railway station candy stand 
at 98 cents a pound. 

Size and Shape: Rectangular: 734” x 
54%” x hh”. 

Materials: White paper covered box- 
board. Cellophane window and wrap. 

Design: Entire top panel excepting a 
half inch border and a diagonal inch- 
wide divider is cellophane die cut 
window. Name of candy printed: in 
red script on diagonal. Summer 
sport scenes printed in blue on 
border. At upper right and lower 
left ends of main panel are name of 
firm and candies in blue and white 
boxes. 

Typography: Good. 

Originality: Good. 

Class of Trade: Candy, drug and de- 
partment store. 

Appearance of Box on Opening: Good. 

Box Findings: Pieces individually 
wrapped in cellophane. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Another fresh and “cool” 
appearing package for the Summer 
trade. Candy stand operator reports 
package is a good mover with con- 
siderable sales appeal. To build 
more brand recognition for firm, 
however, suggest its name be made 
more prominent in design of pack- 
age. 


CODE PK11N49 
Nut Rolled French Creams 


Description of Package: Rectangular 
blue package, full telescope, one- 
layer. Purchased in a Cicero, IIL, 
manufacturing retailer shop at $1.25 
pound. 

Size and Shape: Rectangular: 934” x 
5%” x 7/8”. 

Materials: Boxboard top covered with 
flint coated blue paper. Boxboard 
bottom covered with gold foil backed 
paper. 

Design: Raised medallion in gold print- 
ing centered on main panel. Name of 
firm in blue outline lettering centered 
in this medallion. Address of firm 
in gold printing on one end. 

Colors: Gold on Blue. 

Typography: Little used, but this is 
good. 


Class of Trade: Department and candy 
store. 

Appearance of Box on Opening: Good. 

Box Findings: Brown and white wax 
paper cups. Wax paper liner. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: This is a stock package es- 
pecially appropriate for use in a man- 
ufacturing retailer shop. Blue cover 
and gold bottom make harmonious, 
eye-catching color combination. Sug- 
gest printed inclosure be included 
with this package to give information 
about firm and its candies. 


CODE PK11F49 
Miniature Chocolate Assortment 


Description of Package: Rectangular, 
full telescope, two-layer, set-up pack- 
age with die cut window that is cel- 
lophane backed. Cellophane wrapped. 
Purchased in a Libertyville, Ill, su- 
permarket grocery, at 59 cents for 
one pound. 

Size and Shape: Rectangular: 8” x 474%” 
x 14%”. 

Materials: Boxboard. Cellophane. 

Design: Eccentric ellipses surround 
elliptical die cut window on main 
panel, Name of candy in blue script 
above and below die cut window. 
Ellipses and red, blue, and gold 
stripes appear on sides. Ingredients 
and other data appear in blue, run 
vertically across right end. 

Colors: Red, blue, gold on white. 

Typography: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Corrugated liner to pro- 
tect top layer. Brown board lift out 
divider trays. White layer board 
between two layers and at bottom of 
lower layer. Two pieces gold foil 
wrapped. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A good package for this 
price range. Extra strength cello- 
phane used for die cut window back- 
ing is commendable feature. Corru- 
gated liner also features die cut win- 
dow. 














4 So. 15 St. 





Here's a TRAY PRICE CLIP | 


KANDY KID KLIP! | | 


Clips on trays, boxes, or dis- 
play fixtures— 

Adjustable to any angle— | 
If you need this handy sales 
aid write today for FREE 
SAMPLE or order trial box of 
100, only $5.50. 


METAL DISPLAYS CO. 


of PHILADELPHIA 
Philadelphia 2, Pa. 











Manufacturers 


Are you looking for an experienced 
salesman? We can put you in touch 
with experienced candy salesmen and 
| candy brokers covering practically 
every territory in the United States. 


WESTERN CONFECTIONERY 


SALESMEN’S ASSOCIATION 
36 E. Highland Ave. 


Villa Park, Il. 
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The products described help keep you up-to-date on 
new packaging equipment and materials of all types. 
The items below are coded for your convenience. For 
any further information, write to The Manufacturng 
Confectioner, 9 S. Clinton St., Chicago 6, Ill. Use the 
handy coupon on page 45. 














Aromatic Papers for Packages 


Various paper manufacturers, it is reported, are now 
adding small amounts of vanilla-like chemicals to their 
products. Reason is the demand for manufacturers of 
candy, cookies, and ice cream for a package with an 
aroma to match the contents. The aromatic chemicals 
used render the paper agreeably fragrant, at a reasonable 
cost, it is said. Code P11S49. 


Germ-Proof Paper Process 


A new process that makes paper germicidal so that 
disease germs coming into contact with the treated paper 
are destroyed quickly, is announced. The new process 
consists of a special method of passing the paper through 
a chemical fog, which impregnates the paper permanently. 
Upon contact with moisture in any form, the process 


ALWAYS 
DEPENDABLE 


IDEAL 


WRAPPING 
MACHINES 
















both large and small manufac- 
turers, are fast, always depend- 
able and economical. The SEN- 
The satisfaction of KNOWING !OR MODEL wraps 160 pieces 
that their wrapping machines Per minute; new HIGH SPEED 











ER 


will give EFFICIENT, UNIN- 
TERRUPTED SERVICE AT ALL 
TIMES is just one reason why 
candy manufacturers the world 
over prefer IDEAL Equipment. 
These machines, suitable for 


SPECIAL MODEL wraps 325 
to 425 pieces per minute. 
Both machines are built for the 
most exacting requirements 
and carry our unqualified 
guarantee. 


Write For Complete Specifications and Prices 


IDEAL WRAPPING MACHINE 


EST. 1906 
MIDDLETOWN, N. Y. - -- U. S. A. 








For Protection and 
pAthractiveness - Use 


SWEETONE Decopad Hearts 





Low cost Sweetone Decopad Hearts 
give you two extras . . . they protect 
your candy . . . and add to the attrac- 
tiveness of your interior packaging. 


Write “Today for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 
turing confectioners including: 

Shredded Papers Chocolate Dividers 
Waxed Papers Boat & Tray Rolls 
Wavee Parchment Layer Boards 


Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans and Los Angeles 











for November, 1949 
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OUT OF BALANCE? 





Modern Triangle Packaging 
Machinery Is the Answer 


YOU have to put your product in a package, but the 
method you use to put it there can make a whale of a 
difference in your profit and loss statement. Studies by 
Triangle show that 3 out of 4 packaging departments 
are wasteful, inefficient profit-robbers. Many plants are 
not familiar with the opportunities to reduce packaging 
costs with modern, labor saving, space saving packaging 
machinery. Triangle users regularly report savings of 
25% and more. 


FOR EXAMPLE: The Triangle Elec-Tri-Pak Weigher 
illustrated reduced packaging costs $12,000 per year for 
a Chicago food processor. There is less waste, less labor, 
less floor space, better looking packages and the ma- 
chine paid for itself in well under a year. It’s adding 
$12,000 a year to this manufacturer’s net profits. No 
plant can afford to overlook opportunities like this. 





Write for literature and ASK ABOUT THE 
TRIANGLE PAY-AS-YOU-PACKAGE PLAN. For 
complete recommendations, send sample filled pack- 
age and state production required . . . no obligation. 


Wie 
TRIANGLE PACKAGE MACHINERY CO. 


6640 W. DIVERSEY BLVD., CHICAGO 35, ILL. 


Sales Offices: San Francisco, Denver, Dallas, Atlanta, New York, Pittsburgh, Boston, 
Jacksonville. Branch Factory: Les Angeles. 
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agents become activated and actually kill disease and other 
bacteria that come in contact with the paper. Code 
P11H49. 


Semi-automatic Case Sealer 


This new sealer will handle cases of different widths, 
heights and lengths, one right after the other, it is stated. 
No adjustment is necessary. The manufacturer also states 
that the necessity of storage conveyors and down time 
required to change from one size case to another is 
eliminated. Speed from one to five cases per minute. 


Code P11149. 


Wrapping Machine Applies Price Medallions 


A wrapping machine, manufactured by this concern, 
can now be equipped with a unit which applies easily 
detachable price medallions to candy wrappers during the 
wrapping process. This wrapping machine can wrap 
cartons, extension edge boxes, open boats, or candy on 
cards at the speed of 100 per minute. Code P11/49. 


Rayon Ribbon in 22 Colors 


This rayon ribbon is now available in 22 brilliant 
colors, and two all-purpose widths. Manufacturer invites 
your inquiries on this packaging ribbon. Code P11E49. 


Candy Packaging Service 


A complete candy merchandising service, including 
designing and producing lithographed displays, window 
strips, folders, car cards, packages, wraps, all types of 
printed promotional material, is available from this 
firm. Firm offers “one stop service.” Code P11G49. 


Photographic Record of Boxcar Interiors 


A new service to aid shippers and receivers in secur- 
ing claim collection for damaged goods is announced by 
this transfer company. The new service offers a photo- 
graphic record of every boxcar interior. As the boxcar 
door is opened a photo is taken showing condition of 
the car as loaded. As unloading progresses merchandise 





A HAND ENGRAVED LABEL, shown above. has recently 

been created for the Gregor Chocolate Shops to be used 

on all Gregor packaging. Richard M. Krause, Inc., of New 
York is the designer. 
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which has been damaged in shipment is also photo- 
graphed. This photo shows what damage has been done 
and the cause of damage. Code P11R49. 





Gold Stamping Press 





A simplified gold stamping press at a new low price, | 
has numerous uses in the confectionery field, including | 
the imprinting of candy box lids with the manufacturers | 


or retailers name, reports the manufacturer. The press 
with its easily adjusted guides prints objects paper thin 
or up to 2 inches thick. This electrically heated unit im- 
prints single lines up to 3 inches in length from various 


colored foil. Code M10E49. 





Cellophane Packaging for Your Product 


Name your packaging requirements, and this firm 
states it will have a cellophane that will meet them. Cello- 
phane is available for such jobs as high speed twist 
wrapping, sticky candy wrapping, and many other spe- 
cial needs. Code P1149. 





New Folder on Paper Products 


A new folder containing actual samples of this manu- 
facturers complete line of paper packaging products is 
now available. The samples include the following: shred- 
ded papers, waxed papers, globular parchment, embossed 
papers, chocolate dividers, boat tray rolls, layer boards, 
die cut liners, and candy box paddings. Code P11F49. 





Catalogue of Packaging Ideas 


This manufacturer is distributing a new catalogue of 
packaging ideas and typical samples. Transparent plastic 
boxes are featured. Code P11N49. 


Electric Santa Sign 


For Christmas window or inside display, this animated 
Santa sign is available. It is finished on colorful, glossy, 
hard cardboard. Electric Santa tips hat to spectators. 
Code P11C49. 


Plastic Candy Trays 


Chocolate and nut trays are available in various stand- 
ard sizes in transparent plastic from this firm. Custom tray 
quotations can also be obtained. Code P11D49. 








Circle Code Numbers and Mail Coupon for Literature 

on Any Item Discussed in This Section to The 

Manufacturing re” S. Clinton St., Chicago 
P11C49 P11D49 PIIE49 PIIF49 
PII1G49 PIIH49 Pitl49 PIIJ49 
PIIN4? PI11Q49 PIIR49 P11S49 

M1!0E49 

Name... 

Firm.......... 

ae pli sacabstes isthe apilimaituciiatastntin Rien tcc i eee 

a a eee ae SEER E ES! 
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Everyone benefits when manufacturers 


PACKAGE CANDY 
with DESICCITE No.25 


DESICCITE #25 works four ways: 


] Candy packaged with Desiccite 

® #25 does not stick, lose gloss 
or flavor, and will not crystallize. 
Desiccite #25 eliminates the neces- 
sity for individual packaging. 


? By increasing storage, shipping 

and shelf-life, candy production 
schedules can be leveled out. Savings 
in overtime operations alone more 
than pay for Desiccite #25. 


3 Returns of moisture-damaged 
® candy are eliminated—retailers 
can buy larger stocks—store and han- 


: dle a greater variety. 
“——4 
Retailer's business automati- 
* cally increases because the con- 
sumer buys more candy when it has 
more flavor and better eye-appeal. 





Write today for information and recommenda- 
tions for profitable, practical packaging proce- 
dures. Your individual moisture damage problems 
can be solved by writing to your nearest Desiccite 
distributor, presenting your problems in detail: 


Desiccite Distributors Th Hayward Chemical Co. 
Prior Chemical Corporation Main office in Kansas City, Mo., 
420 Lexington Ave., me York 17 and branch offices throughout prin- 

cipal cities in central and south- 
L. H. Butcher Company 


western states. 
Los Angeles, San Francisco, Portland, Eaten Chemical & Dyestuff Co. 
Seattle and Salt Lake City 


1490 Franklin Street, Detroit 7 








DRY PACK WITH— 


DESICCITE No.25 


@® 





FILTROL 
CORPORATION 
* 
LOS ANGELES 
write for nome of agent n you country 
lan phen deomsatcede tote CALIFORNIA 
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ood 
packaging 
starts with 
ENGINEERING” 


Says 
Cc. A. SOUTHWICK, Jr. 


(Packaging Engineer and Technical Editor ' 
of ‘‘Modern Packaging’’) 






The men who engineer sales-winning 
packages know that product protection is 
one of their most important functions. 
They know from long experience 
that repeat sales depend on whether a 
product reaches the customer in 

good condition, with all its pleasing 
qualities intact. 


Check the sales leaders in field after 
field and you will find well-engineered 
packages... and over and over again, 
you will find a Riegel paper inside for 
product protection. Many other Riegel 
papers are designed for flexible 
packages, for laminates, for outer wraps 
and for almost every requirement 
in protective packaging. 


Tell us your needs, and we believe we 
can offer you a paper that will do 
your job... efficiently and economically. 


RIEGEL PAPER CORPORATION 
342 Madison Avenue, New York 17, N.Y. 





Tailor-made Papers for 
Protective Packaging 
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IN NEW YORK 
CITY. October 15ta 
was officially pro- 
claimed Sweetest 
Day by Deputy 
Mayor John J. Ben- 
nett (second from 
left), on behalf of 
Mayor O'Dwyer. 
With Deputy Mayor 
Bennett are (left to 
right): Herbert Ten- 
zer, Frances Yeend. 
Andrew H. Heide. 
and (in back) Leo 
Talamini. 


weetest Dav Promotions 


by CLYDE C. HALL 


The Manufacturing Confectioner 


YY moncums SPARKED by news- 
paper advertisements and help- 
ful publicity, Sweetest Day sales in 
Chicago, according to advance press- 
time reports, proved “very good.” A 
42 per cent candy sales gain for 
Sweetest Day over the previous Sat- 
urday and a 31 per cent gain over 
the previous Friday, as reported by 
the candy buyer for a large depart- 
ment store, indicated the trend. 

Helping call attention to October 
15 as Sweetest Day in Chicago were 
the following highlights: 

1.—Official proclamation by the 
mayor as Sweetest Day. 

2.—Naming of Mrs. Henry Gross 
as “Sweetest Woman of the Year in 
Chicago.” Mrs. Gross, general chair- 
man of the Women’s division of the 
Community fund in Chicago, was 
selected for her work in raising funds 
for the under-privileged. 

3.—Naming, in cooperation with 
the Chicago Motor Club, of Mrs. 
Anne Estelle Scranton as the “Sweet- 
est Driver.” Mrs. Scranton has driven 
eight years without an accident. 

4.—Naming of Joyce Kelly as 
“Sweetest Nurse of the Year,” by the 
Sweetest Day Citizens’ Committee. 
Miss Kelly also helped distribute 
gifts to Chicago area orphanages. 

5.—Distribution by the Sweetest 
Day Committee of 10,000 gifts to or- 
phanages. 

Items featured for the day in- 
cluded: 

1.—A special “Sweetest Day” gift 
box by Andes Candies. The chain 


also introduced a “love insurance” 


for November, 1949 


policy (see photo) which it made 
available with each candy purchase. 


2.—Stop & Shop featured Gaper’s 
Chocolates and “Dear Heart Choc- 
olates.” 





ty E. 


Insurance Policy 
We Hereby Insure 


Your Name 


* 
Against the loss of love and affec- 
tionate regard of a certain someone, 
in consideration of the stipulations 
herein named, to wit: 

That the Insured does at the 2 
time of issuance of this policy 
select a box of Andes Candies to 
give to the certain someone—the 
purchase of said box to constitute 
the initial premium of this policy. 

And, moreover, that the Jnsured 
does signify his intention to give 
to that certain someone, on other 
appropriate and important occa- 
sions, a box of Andes Candies, to 
keep aglow the tender affection 
and esteem of that certain someone, 
and to demonstrate there has been 
no lapse of devotion on the part of 
the Insured. 


IN WITNESS WHEREOF, 
Andes Candies has caused this 
policy to be signed by its president. 


ikl 


ANDES CANDIES 
Chicago, Illinois 








PI Ne hee Delad, Deied, Dated Dink, Dahed, Deiek Daiek, atk Daiak, pate Dal 


Attra ein atin attnadtnntn® 





3.—Mrs. Snyders offered a special 
assortment at 95 cents and a Sweetest 
Day special at two pounds for $2. 

4.—Mandel Brothers held a four- 
day Fall candy festival. 

5.—Sears suggested a 244-pound 
box of whipped creams at $1. 

6.—Hillman’s advertised a 2-pound 
tin at $1.49. 


7.—Goldblatt’s featured Anne 
Marlowe's special assortment, a 1- 
pound box at 98 cents. 


8.—Walgreen’s suggested “Ruff- 
made Chocolates.” 


In Washington, D. C., the Junior 
Chamber of Commerce made “Sweet- 
ness Day” memorable by giving 
away several hundred half-pound 
boxes of chocolates at traffic inter- 
sections to motorists and pedestrians 
who were outstanding in observance 
of traffic rules. A motorcade down 
Pennsylvania Avenue behind a hearse 
marked “Traffic Courtesy Will Keep 
You Out of This,” a motorcycle es- 
cort and cards for candy recipients 
were additional features. On the cards 
was the message: 


“You are the recipient of an award 
from the Junior Chamber of Com- 
merce for courteous obedience to the 
traffic regulations. Keep up the good 
work. Charles R. Clemson, chairman 
of Traffic and Safety Committee.” 


Mrs. Paul Hawkins, president of 
the Junior Chamber of Commerce 
Auxiliary, and Miss Mary Jane Hayes 
—‘“Miss Washington of 1949” also 
helped distribute the candy awards. 


In San Francisco and the Bay re- 
gion communities, Sweetest Day was 
reported “the best publicized event 
of its kind ever held.” Confectionery 
industry representatives aiding in the 
day’s success were Edward G. Peck, 
of See’s Candies, and David Ruben- 
stein, secretary of the San Francisco 
Bay Area Retail Confectioners’ Ass’n. 

Events highlighting the day in- 
cluded: 


1.—Naming of Mrs. Max de Hesse 
as “Sweetest Lady” by the San Fran- 
cisco Community Chest. During the 
week ending October 15, Mrs. Hesse 
made several public appearances, was 
interviewed on two radio programs, 
helped distribute 400 pounds of 
candy to underprivileged children in 
San Francisco and Oakland. 


2.—Naming of Jeri Miller as 
“Sweetest Girl,” by copy boys of San 
Francisco’s four daily newspapers. 
Miss Miller also appeared on a radio 
program and made several . public 
appearances with Mrs. de Hesse. 
3.—Naming of Kenny Halsworth 
(Please turn to page 63) 
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Table 1 


Candy Manufacturers 
Sales by States -- 1948 





























hh as Th ad Per capita 
State of of sales in 
dollars pounde pounds 
ow Englend............ . aa | oa 19.u 
MRERO ec ccccccccsccocce Si | 20, 2.3 
New Hampshire 3,681 9,479 18,1 
WEN cn cssovdcosves 2,6 | 6,823 18.8 
Maseachusetts......... 35, 388 93, 844 20.2 
Connecticut........... 12,244 29,026 | 14.6 
Rhode Ielend.......... 7,053 18,582 | 2&0 
Central Atlantic 279,066 | 1 
Wew York..... 107, 7 a 
New Jersey 23,381 | 61,110 12.8 
Penneylvenia... ion 83,146 | 220,470 21.0 
he 60s066ss eres 2,528 | 6,706 22.4 
SINE, wcsice vesvess 14, 395 38,689 18.0 
District of Columbie.. 8,281 22,296 25.8 
RN Se 22,414 61,400 20,1 
West Virginia......... 17,229 47,212 24.7 
‘ 108 24 20 

Ing) ech Sean. ieee 5 
Indiana.......... 29, Oly 79,435 20.3 
SRR Rikscncsscxscce 59,044 160,499 19.2 
Michigan.......ssseees 50,140 133,419 21.5 
Wieconein.........+... 24,907 69,026 20.9 
West North Central...... 86,684 240,029 ~ 
Minnesota.........ee-- “21.280 “58.570 is 
17,553 47,668 18.3 

21,783 | 57.590 14,8 

5,083 | 13,636 23.4 

4,5uO | 12,339 20.2 

8,659 | 23,891 18.6 

9,586 26,433 14.0 

| 

8 } Lye! 15.8 

2, Boh ies 

12,077 | 33.316 16.8 

19,191 | 53,636 16.9 

13,766 34 916 14,4 

19,014 49,934 11-6 

20,909 | geraee 17. 

eo | see 14.0 

3 ¥ 11,3 

South feet eeereesececoce “we | 2.4 
wadtek 12,393 | 31,667 12.2 

11,025 | 30,289 13.2 

35,326 | 92,626 12.6 

285 | 103,574 22,1 

wy Tate . 

4,273 11,726 20.0 

2,740 7,576 26.6 

10,416 28,156 23.5 

8.490 | 23,136 34.5 

1,333 | 3,870 23.6 

3,422 | 9,434 16.5 

3,354 | 8,600 12.2 

| 

100 20' 18.0 

en | oe 18. 

11,349 29, 346 17.9 

70,436 184,579 17.8 

998,000 | 2,663,000 18.2 














Aw DOLLAR SALES of confectionery and 
chocolate manufacturers averaged 60 per cent 
over those for July, and sales increases were re- 
ported by wholesale manufacturers in all states as 
well as by chocolate manufacturers and manufac- 
turing retailers, reports the U.S. Dept. of Com- 
merce. The August increase was partly seasonal in 
character but substantially larger in percentage than 
noted for the comparable period in any recent year. 
August sales were down 12 per cent from August, 
1948. Sales for the first eight months were down 15 
per cent from the like 1948 period. Prices continued 
to average lower, with dollar sales of 119 reporting 
firms off 13 per cent and poundage off 1 per cent. 
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Mate Markets 
lor 


(ontectionery 


by GEORGE F. DUDIK 


Food Division, Office of Domestic Commerce 
U. S. Dept. of Commerce 


"Piaggio orgs MARKETED IN the U. S. during 1948 was 

valued at approximately a billion dollars at whole- 
sale and included nearly 2.7 billion pounds, states George 
F. Dudik, of the Food Division, Office of Domestic Com- 
merce. Sale of half the industry’s output was concentrated 
in two areas: The eastern seaboard from New York to 
Virginia (28 per cent); the Middle West from Ohio to 
Wisconsin (22 per cent). 


New York, long the nation’s leading candy market, 
remained in first place in 1948. Manufacturers located 
throughout the country sold an estimated $107 million 
worth of candy (11 per cent of the national total) in the 
New York market. Pennsylvania was in second place 
with 8 per cent. 


Illinois slipped from third place in 1946 to fifth in 
1948, while California moved up to third position and 
Ohio to fourth. Sales in the five leading states amounted 
to $382 million—about 38 per cent of the national total. 


On the basis of pounds per capita, sales of candy were 
above average in each of the five leading states except 
California. The highest per capita poundage was sold in 
Utah (34.5 pounds), which also led the nation in 1946. 
Other Rocky Mountain states also showed above average 
per capita figures, while in the South the figures were 
below average. These calculations were based on pro- 
ducers’ reports of sales into the various states. No 
allowance was made for further moyement from state 
of consignment. . 


These estimates on sales by states of the confectionery 
industry’s products are based on reports received from 
283 manufacturing-confectioners regarding the geogra- 
phic distribution of their sales amounting to $418,689,- 
053. Data are advance figures from the 1948 survey of 
“Confectionery Sales and Distribution,” now being pre- 
pared by the Dept. of Commerce under sponsorship of the 
National Confectioners’ Ass’n. Confectionery manufac- 
turers’ sales by states, showing dollar volume poundage, 
and per capita volume are given in Table 1 on this page. 
Sales by states of bar goods, 5-and-10-cent specialty items, 
package goods, bulk goods, penny goods, and other types 
are given in Table 2 on the next page. 
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Table 2 


Confectionery Sales in States by Type of House---1948 








(thousands of dollars) 








~and-10¢ Package- Bulk- enny Other 
o~— ages specialty _goods goods goods houses 2/ 
New England,.....+.-+0++ 30.989 4,710 16,098 81 146 12,226 
Maine....... Bad a 3, . 1,757 a “Toni 
New Hempshire.........-. Oe 172 1,187 267 12 479 
Vermont........+. deveee 1,651 87 506 141 9 247 
Massachusetts.......... 14,930 2,451 8,600 2,077 71 7, 
Connecticut......e..+-- 4,757 943 2,800 585 25 ie 
Rhode Island........... 4,038 329 1,248 359 13 1,066 
Central Atlantic...... — 14 2 one 16, 61 4 006 46. 
New YorR.cce eereeee eeee . ’ ’ 3 ’ “toe Sean 
New Jersey........sse0. 11,699 1,962 5,722 901 183 2,914 
Pennsylvania........++. 42,094 %, by 17,414 5,681 1,260 12,533 
Delaware.......++: iene Se - 391 218 36 205 
Maryland..... eden i 7, 2,239 702 2, 
District of Columbia... 4,310 618 ¥ 4ug ped eS 
Virginia.....sccecesees 11,182 621 4, 875 2,205 909 2,622 
West Virginia.......... 10,321 240 2,289 1,661 576 2,142 
East North Central....... wot 8, oa 21.895 24 1 
Ohio.. eceeceresessceses 3 . 2, 1 9,1 ‘ A338 cil 
NE re 18,816 810 1,992 3,782 161 3,483 
SIRI xen 04 5ceenecs 31,801 2,601 6,407 6,543 5 11, 367 
=e ee 24,733 2,016 5,054 4, 641 tee 13,228 
Wisconsin........ eae 14,418 2,320 4,953 55 2,533 
West North Central....... 22,698 3,431 8,320 412 4g 14 336 
—— Peaviees 12,457 81 2,250 2,921 it 2, 
ONG Vidsinakcwusscceess 10,773 420 4 2,282 be 2,313 
Sak ens secceens 11,999 1,117 2,3 1,725 1 4 y 
North Dakota........... 3,618 159 293 300 21 éae 
South Dakota........... 2,986 111 270 aks 18 907 
CE ESTES 5,127 ga! 760 ja br 1,821 
cs 6c ncknesenesens 5,738 13 700 18 5 1,445 
ois ceicaeesd | aad 3.932 2k 46s 1,668 6,08 10,578 
North Carolina......... 12, 87 3,621 1,202 ma vt 
South Carolina......... 6,572 229 2,748 660 970 898 
Coneine. See iin wa dneaie 2-Bs = ae — 2 1,715 
Flor PP Peery rire . ° 9 2 792 
Kenteiy Sa tetthaintel ie 13523 pi ee : 1m “A 1, 32 
ONNESSCE eee eseceecre : ° ° 1,441 
BS ciaack use sabes 10,190 313 2,905 666 607 819 
Mississippi.........ee 5,983 161 1,321 511 320 669 
SE 41.932 24195 2 2 6,711 
i ictcéentavecens 5,427 12 13 1 Rs 
So chieosdaces I. > rh = = ° 22 
GRISEA: co sccccccccese »435 9 2,039 1,1 
Riess uteacueuses . 22,794 1,696 4 929 2,282 138 3,487 
ES ngs be da'enee 18,118 1,558 144 828 255 362 
EE ee 1,973 a ) 211 33 
ha cupscngaces et . 2,263 192 626 32 531 
Sn ntesnkhecadecne 2 450 68 272 a 11 763 
NG Ca bodeneteeus ,991 371 1,537 56 2,819 
— 2 FA ae saa 2, 695 te ae 1, oe! " 1 
SURE co ctecseccencecere 
New Mexico.....ccsessee 2,060 110 285 3 19 564 
Poe ius o's ccedeeas 2,092 193 721 111 Bi 203 
(SS IRC OEE POT 1 61 18,733 10,370 1 13,626 
Washington.......+.+++. 8,343 1 ,520 1,331 1 , i 
NES nn.b600 cus stsonen 6,337 615 2,643 1,004 1 749 
California. ..cccccccses 37,299 4,315 9,570 8,035 5 11,212 
United States total...... 544 908 45 908 161,676 81,836 12,974 150, 698 
































2/ Includes manufacturer-retailers. 


1/ Groups are by kind of business, not by type of product. 
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Panned Goods and Miscellaneous Items 


Assorted Panned Pieces 


ANALYSIS: Purchased at a 5 and 
10 cent store in Keokuk, Iowa, at 
334 oz. for 10 cents. Container is 
printed cellulose bag, paper clip on 
top printed in blue and red. Ap- 
pearance of package good. Color, 
panning, finish, and center are good. 
Flavor is poor. 


REMARKS: Suggest a better grade 
of flavors be used. We could not taste 
any flavors in some of the pieces. 
Code 11J49. 


Assorted Hard Candy Sticks 


ANALYSIS: Purchased in Keokuk, 
lowa, at 114 ounces for 5 cents. The 
appearance of package was good, 
sticks wrapped in cellulose. Paper 
seal, white, printed in blue. Colors 
and stripes were good. Texture was 
good. Flavors are poor. 

REMARKS: Suggest a better grade 
of flavors be used. Code 11K49. 


Wrapped Hard Candies 


and Toffee 


ANALYSIS: Purchased in Keokuk, 
lowa, at 14 lb. for 20 cents. Container 
is cellulose bag, printed paper clip 
on top. All pieces wrapped in printed 
cellulose. Colors of cellulose good. 
Appearance of package was good. 
Toffee and hard candy was good. 

REMARKS: The best cellulose bag 
of this type candy we have examined 
this year. Cheaply priced at 20 cents 
the half pound. Code 11149. 
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Chocolate Panned Caramels 


ANALYSIS: Purchased in Boston, at 
a retail confectionery store at 8 oz.— 
25 cents. Container is folding box, 
white, printed in brown and yellow. 
Cellulose window. Appearance of 
package is good, neat, and attractive. 
Chocolate coating, panning, and 
finish are good. The carmel centers 
color and taste are good, but texture 
is somewhat tough. 

REMARKS: A well made piece of 
good quality but center needs check- 
ing up. This would be a good eating 
center if it were soft. Code 11049. 


Assorted Panned Chocolate Bits 


ANALYSIS: Purchased in a San 
Francisco department store at 41 
oz. for 25 cents. Appearance of pack- 
age fair. Container is folding box. 
oval cellulose window. Box printed 
in brown and pink. Bits panning, 
finish, and coating were fair. Centers 
were good. 

REMARKS: Suggest a better grade 
of coating be used. Also check work- 
manship on panning. Highly priced 
at 25 cents for 414 oz. Code 11M49. 





Chocolate Coated Cherries 


ANALYSIS: Purchased in a San 
Francisco chain drug store at 1 lb. 
for 49c. Box of two-layer type, full 
telescope, white, printed in gold 
stripes, blue, and green. Imprint of 
cherry cluster in red and green. Cel- 
lulose wrapper. Appearance good. 
Appearance on opening good. The 


cordial and cherry were good, but 
flavor was poor. Coating fair. 
REMARKS: Suggest a good cherry 
flavor be used to improve the eating 
qualities of the center. Code 11N49. 





Coconut Cubes 


ANALYsIS: Purchased in a Chicago 
chain drug store, 8 ounces for 19 
cents. Packaged in cellulose bag 
printed in blue and white. Appearance 
and size of package good. Cubes 
colors and jacket are good, finish fair. 
The centers color and texture is 
good, flavors poor. 

REMARKS: Very cheap flavor. Sug- 
gest a better grade of flavors be used 
to improve the eating qualities. Code 
10/49. 


Milk Chocolate Coated Brazils 


ANALYSIS: Purchased in a Chicago 
railroad depot, 114 ounces for 10 
cents. Appearance and size of package 
are good. Contains 5 brazils in one 
piece on a board layer, wrapper of 
cellulose printed in orange, gold and 
white. Coating and brazil nuts are 
good. 

REMARKS: The best coated brazil 
of this kind we have examined this 


year. Code 10W49. 
Old Fashioned Mints 


ANALYSIS: Purchased in a Chicago 
variety store, 1144 ounces for 5 cents. 
Packaged in folding box printed in 

(Please turn to page 61) 
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UNEQUALLED FOR PERFORMANCE 


SAVAGE PATENT 


TILTING MIXER 
Model F-6 


Years of Experience Has Led to The 
Production of This Machine 


The Savage Patent Tilting Mixer is a marvel of 
strength, durability and convenience. Now constructed 
with enclosed gear head. Unequalled in its adaptation to 
the requirements of the candy maker. Time and labor sav- 
ing. It is standard of quality and performance for the 
Candy trade. 





ut 
ry me. 
- Direct Motor Drive—Enclosed Gearhead— 
Cut Bevel Gears—Roller Bearings—Oil Seal 
Bo e . . 
19 The Savage Patent Tilting Mixer 
~ is the very best steam kettle and mixer 
es made for the manufacture of caramel, 
ir. 
is fudge, nougat and products that will 
. pour. Also recommended for heavy stiff 
ed batches such as Jap cocoanut and cocoa- 
- nut mass. 
; 
go Made in following sizes: 
10 
ge 35 gal. with copper kettle 
a 50 gal. with copper or stainless kettle 
Oo 
nd Further information and prices on 
ie peemees Tilted position with improved agitator. Clearance sufficient for 
; ’ thermometer. 
zil 
hie Since 1855 
SAVAGE BROS. CO. 
~ M. A. Savage, President « R. J. Savage, Jr., Vice President 
its. 
x 2638 GLADYS AVE. CHICAGO 12, ILL. 
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FROM ANY POINT OF VIEW... 
i7’s DUBIN EQUIPMENT 


FOR BIGGER prorits 





NO matter how you look at 
it, you'll find Dubin Equip- 
ment pays bigger dividends 
in greater profits. 


~—_—_-eo- 


4) 
INITIAL INVESTMENT ( 
Dubin Equipment costs less than 
most similar machinery. Yet the 
many advantages make still great- 


er savings. 





OPERATING COSTS 


Due to streamlined mod- 
ern design, Dubin Confec- 
tioners’ Equipment costs 
lessto operate. Every Dubin 





machine is built to give 
years of trouble-free service. Floor space is saved 
Waste of materials is avoided. 


LABOR COSTS 


Most owners find that Dubin 
Equipment really saves labor. 
One man often does the work 
formerly required by two. Man 
hours are saved because of 





smoother operation, quicker 
cleaning, easier handling. 


FINER CANDIES 


And take your customers’ 
point of view. They'll ap- 
preciate the finer, tastier 
. candies that Dubin Equip- 


ment makes possible.. 














Smoother textured confec- 
tions with greater eye and 
a appetite appeal. 


From YOUR Point of View 
...it will pay you to write 
for the Dubin Catalog today 





CHOCOLATE MELTERS ¢ PULLERS « FIRE MIXERS 
CARAMEL CUTTERS « MINT CUTTERS *« COOLING 
TABLES * BATCH ROLLERS * CREAM BEATERS 


ame (|) 1) BIN CORPORATION 


2500 SOUTH SAN PEDRO STREET @ LOS ANGELES 11, CALIFORNIA 
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@ Riggi Candy Co.: Arnold G. Langher, Jr., form- 
erly with E. J. Brach & Sons for the past 10 years, 
is named sales manager of the Riggi Candy Co., 
Chicago, announces Harry Rachlin Riggi, president. 


@ Loft Candy Corp.: With more than 170 outlets 
in six Eastern states, Loft Candy Shops began the 
firm’s 90th year in October, thus becoming one of 
the nation’s oldest candy chains. To mark the cele- 
bration, Loft’s set aside the three-week period of 
October 10-31 to offer candy specials at anniversary 
prices. Organization of a 25 Year Club for Loft 
employees who have been with the firm for that 
period or longer is announced. The annual dinner 
meeting of Loft shop managers was held last month 
in New York’s Hotel Roosevelt. 


@ Life Savers Corp.: A dividend of $1 a share on 
700,280 outstanding capital shares is declared pay- 
able December 1 to stockholders of record Novem- 
ber 1. 





@ Fanny Farmer: A new studio addition is being 

| built at Fanny Farmer Candy Shops, 900 Third 
St. N., Minneapolis. Occupancy is planned for 

around Jan. 15 according to James F. Cronin, vice- 

| president. The addition will cost $400,000. It is 35 

| feet wide, 160 feet deep, and four stories high. A 

refrigerated basement also extends out another 15 

feet from under the addition. 

| 

| 

| 


@ Philadelphia AACT Meeting: Problems of sani- 
tation will be discussed at the November 16 meet- 
ing of the Philadelphia group of the American 








FRED E. MAGENHEIMER, secretary and advertising manager of 

Mason, Au & Magenheimer Conf. Mic. Co.. is shown (right) at 

signing of contracts for the new TV show “Mr. Magic & Carrots” 

sponsored by Mason. Watching, left to right, are: Jerry Law. pro- 

ducer: Franklyn W. Dyson, Moore & Hamm, Inc., account execu- 
tive: Mr. Magic (Norman Jensen). 
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Ass’n of Candy Technologists, at Community Col- 
lege, Temple University. Speakers include: Dr. 
Harold G. Lederer, director of biological research, 
R. M. Hollingshead Corp., Camden, N. J.; Fred B. 
Jacobson, plant entomologist and sanitarian, 
Stephen F. Whitman and Sons, Inc., Philadelphia ; 
Robert C. Stanfill, chief, Philadelphia district, Food 
and Drug Administration. AACT Secretary Hans 
F. Dresel will be moderator. 


@ Cracker Jack Co.: Toys, planes, automobiles, 
charms, and doll dishes are among the many new 
plastic novelties currently to be found in Cracker 
Jack boxes. The Cracker Jack Co., has replaced 
its old premiums with these new plastic miniature 
toys, it is announced. 


@ Warren Watkins: Harry N. Nelson Co., Inc., 
San Francisco candy brokers, has been appointed a 
distributor in the 11 Western states of two 5-cent 
bars produced by Warren Watkins, Los Angles. 
The pieces are “Cherryful” and “Honeycomb.” 


® Awful Fresh MacFariane: Kenneth White, vice- 
president, reports the opening of Awful Fresh Mac- 
Farlanes’ 17th store in Southern California recently. 
The new outlet is in San Bernardino. 


@ The Emporium: For its recent Candy Fair, 
The Emporium, San Francisco, transformed its first 
floors center aisle, the department proper, and two 
windows into a wonderland of candy. Thirty-four 
manufacturers showed complete lines or special 
packages and items in booths and displays. Two 


A 
GOOD SIGN 


% 
GOOD TASTE 


FOR 


@ DEPENDABLE QUALITY 
@ OUTSTANDING EYE APPEAL 
@ CONSISTENT GOOD FLAVOR 


WARFIELD CHOCOLATE 


DIVISION OF THE WARFIELD COMPANY 


CHICAGO 
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National Manufacturer 


IMPROVES QUALITY 


without increasing cost! 


Why not take a tip from the manufacturer of a well-known 
confection who found this way to improve his sales? 


Here’s his story: “As soon as the retail shelves were full 
again, we knew we had to give the public better quality or 
lose business. But, how could we increase quality without 
increasing ingredient cost?” 


Aromanilla improves taste at low cost 


“Aromanilla,” continued the manufacturer, “solves the big- 
gest part of our problem; getting a flavor that would give 
us a tastier piece of goods. Aromanilla gave us the flavoring 
quality and effect of expensive standard vanilla at a cost so 
low that it approximates the cost of the vanillin we had been 
using. And, it’s just right for goods with a shelf life. It 
ripens in and imparts a mellow, full-bodied flavor that, ac- 
cording to our taste jury, is the finest we have ever had in 
our product.” 

Aromanilla is able to obtain results like that because it 
was specifically developed to give commercial bakers, con- 
fectioners, and ice cream makers the full, balanced flavor 
of the vanilla bean in finished products. In processing it, we 
start with a base of prime Mexican vanilla beans, and de- 
liberately dissipate the highly volatile solids that are usually 
lost in food processing. We replace these with identical, but 
sturdier, flavoring solids from other sources. Thus Aroma- 
nilla, because it is sturdier, comes through your process with 
all the flavoring effect of the bean intact and in its original 
balance. 


Money-back trial order 


We have been running the statements of satisfied Aroma- 
nilla users for some time now. But, don’t take their word for 
it. Try it yourself. Order a trial supply on the handy coupon 
below. Test it against the finest extract that money can buy. 
If Aromanilla doesn’t do everything that’s promised, ship 
us the unused portion collect, and the full purchase price 
will be refunded. 


| Aromanilla Co., Inc. 
| 6 Varick Street, New York 13, N. Y. 
| Sure I'll test Aromanilla under money-back agreement. Please place 
my trial order for: 
0 1 pint concentrate (equals 2 gals. Standard flavor) $ 8.00 
OC 1 gal. concentrate (equals 16 gals. Standard flavor) $52.00 
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Aromanilla 





Imitation Vanilla Flavor 


TOMERS IMPROVE THE TASTE OF THEIR PRODUCTS SINCE 1901 
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FONDANT MAKERS 


Here's a Fondant Machine 
After Your Own Heart 


Designed to give large volume production 
with streamlined efficiency. 


Built to meet your desire for a compact 
finer Fondant Machine. 


Priced right. 


Write For Pamphlet. 


CONFECTION MACHINE SALES CO. 


37 West Van Buren Chicago, Ill. 

















A standard of quality for 68 years... 


HUBINGER 
STARCHES and 


e SPRING WATER WHITE 
e ABSOLUTE PURITY and CLARITY 
e HAS SNAP... HAS SPARKLE 


Now Available 
for Shipment in Tank Cars or Tank Wagons 


The HUBINGER CO., Keokuk, la., Est. 1881 


CONFECTIONERS’ 
CORN SYRUP 
trend ~THIN BOILING 














manufacturers had attractively costumed girls dip- 
ping bonbons and chocolates in their booths, an- 
other had a machine set up for the purpose of wrap- 
ping hard candy at a high speed. The spectators 
asked innumerable questions and bought freely. 
They also cast ballots to elect Marie Callahan, 
member of the store’s sales staff, candy queen. 
She was crowned with a marzipan crown and pre- 
sented with an out-size box of candy. 





NCA PRESIDENT Philip P. Gott passes out some research candy to 
a group of Chicago manufacturers at a recent meeting held in the 
NCA offices, to discuss candy storage problems. Shown (l-r) are 
Velt Stafford: Elmer C. Voight, Elmcrest Candies, Inc.; Dr. Charles 
Rimpila, E. J. Brach & Sons; Dr. John Steiner, Kelling Nut Co. 
(standing); Robert F. Boese, Curtiss Candy Co.: L. H. McClendon, 
Mars, Inc.: H. C. Diehl, Refrigeration Research Foundation; and 
J. G. Woodruff, food technologist, Georgia Agricultural Station. 


@ Brown & Haley: A campaign for its “Mountain 
Bar”, which has been cut in price from 15 cents to 
5 cents, has been launched by Brown & Haley, Ta- 
coma, Wash. Newspaper, radio, and outdoor post- 
ers, using the theme “Now only 5 cents”, are being 
used. Honig-Cooper Co., Seattle, is the agency. 


@ Pocorn Manufacturers Convetion: Thomas J. 
Sullivan, executive secretary of the National Ass’n 
of Popcorn Manufacturers stated at their conven- 
tion held recently in Chicago’s Palmer House, that 
“over-all popcorn sales will run between 200 and 
225 million dollars for 1949 as compared with about 
175 million last year.” Mr. Sullivan said that within 
the next five years “we expect to double sales.” 


@ Lavish MacTavish, Inc.: Having recently been 
merged with United Candy Co., Inc., San Fran- 
cisco, Lavish MacTavish, Inc., candy distributing 
firm of the same city, is now known as Lavish 





Dairy Products Make Candy 


@ Sweetened Skimmed Condensed Milk 
@ Non-fat Dry Milk Solids 


@ Whole Milk Powder 


(26% or 28% Butterfat) 
@ Sweetened Whole Condensed Milk 


(8%% Butterfat) 


500 Fifth Avenue 
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a Better Food! 


We can vary the specifications of these 
products to meet your special re- 
quirement. 


Laboratory Controlled Products 
Guaranteed Analyses 


MILK PRODUCTS, Inc. 


New York 18, N. Y. PEnnsylvania 6-0829 
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MacTavish Packing Division of United Candy Co. 
Inc. The latter concern supplies candy and popcorn 
to 117 moving picture theatres in California and 
Reno, Nevada. Under the present arrangement, 
Lavish MacTavish packs will be placed in the 
chain’s heuses, according to an announcement made 
by Wesley MacDuckston, associated with the Lav- 
ish MacTavish enterprise. He also states the com- 
panys cellophane bag packs will continue to be dis- 
tributed through grocery stores, super-market and 
food stores throughout the 11 Western states under 
the Lavish MacTavish name, in addition to the 
newly acquired theatre outlets. 


@ Golden West Candy Club: Officers for 1950 
will be elected at a meeting of the Golden West 
Candy Club, San Francisco, to be held the evening 
of November 18. Plans for the annual dinner were 
discussed at a recent meeting, directed by a com- 
mittee consisting of Charles Guilder, chairman, Ed- 
ward Ames and Edward Riffle. 


@ Imperial Candy Co.: Seven new boxes of “Soci- 
ete Chocolats” are being promoted in Imperial’s 
fall advertising program. Regional newspapers 
have been selected to carry the major load of the 
campaign, aided by outdoor boards, dealers helps, 
and direct mail. 


@ Council on Candy: Judging by initial bookings, 
the confectionery industry’s latest sound film, 
“The Sweetest Story,” will be an exceptionally 
popular feature in the nations motion picture the- 
aters, reports John K. Kettlewell, director, Council 
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AMBROSIA CHOCOLATE COMPANY 
MILWAUKEE 
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Simplify Operations and 
, Grea ter P. enfecti on 
in Your ; Candin! 


VOORHEES 


RUBBER 


CANDY MOLDS 
Saves Time—Eliminates Waste 


Made of the purest live rubber, these 
molds are odorless and insure freedom 
from dust. They control moisture, and 
yield a better finished product. 


Voorhees Molds are manufactured in 
all standard patterns or your own pat- 
terns and brand markings will be made 
to your order. 


If your jobber cannot supply you, 
write for Folder M11. 


VOORHEES 
RUBBER MFG. CO., INC. 
151 East 50th St. e@ New York 22, N. Y. 

















LATINE Continuous 
DIE POP MACHINE 


INET RRR 





high speed production 
controlled weight & size of pops 
interchangeable dies 
guaranteed performance 
economical operation 


CHOCOLATE SPRAYING CO., INC. | 


2035-39 W. GRAND CHICAGO 172, ILL. 








ROBINSON 
Aer- Alctiuated 
CONVEYOR 


It's the Robinson Way . . . convey it by low volume 
air . . . through piping to destination! The Robinson 
Air-Activated Conveyor System unloads bulk dry-granular or 
pulverized materials such as sugar from hopper-bottom cars or 
tank trucks and conveys them pneumatically to storage and from 
storage to production—and with no dust! 
The Robinson System is economical because it utilizes low-volume 
air. Pipes do not encrust. They stay clean. There are no continu- 
ously moving parts such as screw-feeds, bearings, etc. that cause 
high maintenance and require frequent replacements. 


In writing for further information, tell us about your present 
sugar-handling methods, and send us a rough sketch of the con- 
veying requirements into and through your plant. 


[ROBINSON jteen BesTRUCTOR 









co. 




















Representatives in Principal Cities 


CONVEYOR SYSTEMS| 








211-S EAST 42nd STREET - 


Re mted in England by 
law-Kaox, Ltd., Londor 


NEW YORK 17, N. Y. 


Ceqrennatet in_ the Freneh Union and Benet 
by Cie Francaise Biaw-Knox. Par 
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on Candy, NCA. In the first three weeks following 
initial availability of the 10-minute sound film, 
through Modern Talking Pictures, Inc., the RKO- 
Pathe production was scheduled for showing in 
about 500 theaters. It is indicated some 2,000 the- 
aters in all areas will book the feature within the 
next 90 days. 





DISCUSSING METHODS of improving sanitary design of confec- 
tionery machinery at a recent meeting of production men at the 
NCA offices, are (clockwise): NCA President Gott; L. E. Dunkle- 


berg, and E. C. Clements, Mars, Inc.; Dr. Charles Rimpila, E. J. 

Brach & Sons: G. Lloyd Latten, Schutter Candy Div., Universal 

Match Corp.; Gerald S. Doolin, NCA sanitation director: Dr. L. 

Hardt, consultant, Schutter Candy Div., Universal Match Corp.; 

Floyd Rose, Curtiss Candy Co.; John Frisch, Williamson Candy 

Co.; Ed Cody, Williamson Candy Co.; C. S. Brandenburg,-Nutrine 
Candy Co., and H. F. Oblander, Bunte Bros. 


@ Bartlett Arkell Estate: An appraisal by the State 
Transfer Tax Department showed that the late Bart- 
lett Arkell, president of the Beech-Nut Packing Co., 
Canajoharie, N. J., left a gross estate of $9,260,708, 
most of it in stocks. Mr. Arkell, one of the founders 
of Beech-Nut, died October 12, 1946, at 84. 


@ Henry C. Chase: Services for Henry C. Chase, 
54, manager of the sales development department 
of E. J. Brach & Sons, Chicago, who died recently, 
were held in Riverside, Ill. Mr. Chase had been 
associated with E. J. Brach & Sons since 1933. Sur- 
viving are his widow Rosalyn, two sons, Charles 
and Cochran, and a sister Delle Chase. 


@ John T. McKinstry: After a short illness John 
T. McKinstry, representative of the Imperial Candy 
Co., passed away at his home in Seattle. Mr. Mc- 
Kinstry became salesman for Imperial Candy Co., 
Seattle, in 1906, and was active in that company 
until his death. 

@ August Dollar Sales: The Bureau of the Census, 


Department of Commerce, announced that August 
dollar sales of comsectionery and chocolate manufac- 
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turers averaged 60 per cent over those for July. 
Sales for the year to date were 15 per cent below 
those for the comparable period of last year, and 
August sales were 12 per cent below those of Au- 
gust 1948. Prices of confectionery and chocolate 
products continued to average lower than those of 
year ago, as indicated by the decline in poundage 
for August of a little more than one per cent from 
the same month in 1948. 


@ Charles Henry Leahy: Charles Henry Leahy, 
vice-president of Chas. Leahy Sales Corp., candy 
brokerage firm located at 319 Baldwin Avenue, 
San Mateo, Calif., died recently of a heart attack. 
Mr. Leahy was in his early sixties. He is survived 
by his wife, Araminta, two sons and three daugh- 
ters. 


®@ NCWA Fall Meeting. Emphasis on better mer- 
chandising was the aim of several actions of the 
board of directors of the National Candy Whole- 
salers Ass’n., Inc., at its annual Fall meeting held at 
the Shoreham Hotel, Washington, D. C., recently. 
The board approved continued joint sponsorship 
with NCA of the Joint Committee on Distributive 
Education. The preparation at an early date of a 
uniform accounting manual and a re-survey of the 
Cincinnati market on wholesale distribution costs, 
received favorable action. It was voted to vigor- 
ously oppose present efforts in Congress to remove 
the brokerage provision from the Robinson-Patman 
Act. If this provision were removed large buyers 
would be permitted to receive discounts in lieu of 
brokerage, it was stated. A number of other actions 
were taken pertaining to protection of the whole- 
salers from price discriminations under the Robin- 
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These 3 Advantages of 
Oakite Steam Gun... 


1. Give you heat, impact and detergency 


2. Deliver steam-detergent wash-spray 
without pumps, motors, pressure tanks 


3. Provide easy fingertip control of steam 
and Oakite cleaning solution 


. . Save Hours & Dollars 
On These 3 Cleaning Jobs! 


1. Cleaning copper steam-jacketed cook- 
ing kettles 


2. Cleaning tinned mixing kettles 
3. Cleaning floors and walls 


Write TODAY for FREE Oakite job details to 
Oakite Products Inc., 36C Thames Street, New York 


OAKITE 


EG U.S Pat. OFF 


INDUSTRIAL CLEANING MATERIALS - METHODS - SERVICE 





Technical Service Representatives Located in 
Principal Cities of United States and Canada 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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is son-Patman Act. Confirmation of May 31 to June 

3 as the definite dates for NCWA’s 1950 convention 
in New York was given at this meeting. Twenty- 
OUT four members of the board were present at the 
Washington meeting. The meeting was presided 

over by John F. Poetker, Jr., Cincinnati, chairman 
FRONT of the board, John Casani, Philadelphia, NCWA 
oe: president, was also present and offered a 12-point 
 tiwith PENFORD program of activities for the year which will be re- 


leased later. 
CORN SYRUP 


ae 





@ Mrs. Rose Sisco: Wife of Peter Sisco, president 
of Sisco-Hamilton Candy Co., Mrs. Rose Sisco died 


| 





because: recently in her Berwyn, IIl., home. Besides her 
husband, two sons, three daughters, and a grand- 
@ Uniform quality is son survive. 
assured due to high pro- 2 : : 
duction standards. @ NAMA’s Convention Program: The program for 


NAMA’s 1949 convention and exhibit, to be held 
November 27-30 at Atlantic City, includes a Candy, 


@ Continued research guar- 


antees you a finer, purer, | Gum, Nut and Biscuit Operators Clinic, to be held 
product. | in meeting room “A” at 9:30 a.m. Wednesday, Nov- 


| ember 30. Moderator: Jack LaFever, Automatic 
Canteen Co., of Cleveland; Frank J. Bradley, Au- 
tomatic Equipment Co., Buffalo; William Fishman, 
Automatic Merchandising Co., Chicago; Henry 
Hartmann, Sterling Vending Co., Belleville, N. J.; 
M. L. Heffer, Johnson Tobacco Co., Chicago. 


® Amm-o-gum, Inc.,: A chewing gum containing 
| an active ingredient which generates ammonium 
ion, considered to be beneficial in reducing and ar- 
resting tooth decay, has been introduced by Amm- 
o-gum, Inc., of Cleveland. 




















@ Florida Sales Tax Law: Candy along with other 
foods is exempt in the new Florida Sales Tax Law. 
Soft drinks are not exempt, likewise, chewing gum 
| does not enjoy the exemption won by candy, but 
most sales of gum and soft drinks will not be ef- 
fected because the tax is not collectable on sales 
under 9 cents. 











CONFECTIONERY STABILIZER 
Gi lasting freshness and smoother texture to your 
cavemels and other chewy candies such as tofiee. 
taffy. and kisses. Does not cook out. Each pound 
of KANDEX ther pound, or more, of your 
finest candy. SAVES TIME and EXPENSE. 

Write fer free testing samples—Dept. 400 


@ American Candy & Tobacco Co.,: Charles H. 
Swanson, head of Fairn & Swanson, Inc., has re- 
cently organized the American Candy & Tobacco 
Co., San Francisco. Fairn & Swanson, Inc., is a 
tobacco jobbing house which handles San Fran- 
cisco’s marine and waterfront accounts. Purpose 
NATIONAL FOOD PRODUCTS of the recently organized firm is to service general 
uptown retail outlets, a number of which the firm 

8 South Dearborn St. has acquired. Address of both concerns is 137 


Chicago 3, Illinois Steuart Street. 





























jor TASTE APPEAL! 


..-A trial order will convince you that 
TRUTASTE APPEAL is YOUR key to repeat sales. 


Zestful, Tangy, Imitation CHERRY 
—_— Full-Bodied , Rich, Imitation GRAPE 
Luscious, Imitation STRAWBERRY 

Tantalizing, Imitation RASPBERRY 


on © a ee Sb ep ee ot SLEE &@ WOLFE 


224 West Huron Street Chicago 10, Illinois 
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The Unseen Ingredient 
in Better Candy 








kettle is being introduced by John Werner & Sons, 
Inc., Rochester 13, N. Y. This new kettle is de- 
signed so that chocolate cannot enter the bearings 
at the top of the column, and the mixer travels 
within 0.003 inches of the surface of the kettle, thus 
eliminating the so-called spring scraper. Mixing 
in the direction of rotation and also vertically are | 
additional features, giving uniformity of batch and 
preventing flotation of the lighter fatty substances 
where materials have been subjected to long time | 
mixing operations, states the firm. 


@ Penick & Ford, Ltd., Inc.: A sheet of 39 artist- 
designed cut-out cookie patterns printed in vege- 
table ink on washable parchment paper is to be 
offered “absolutely free” in November issues of 
women’s magazines. 


@ John Werner & Sons, Inc.: A new chocolate | 








@ Minneapolis-Honeywell Regulator Co.: Belfield 
Valve division of Minneapolis-Honeywell Regulator 
Company, according to W. H. Steinkamp, field sales 
manager, is adding to its field staff. Those assigned 
to regional valve sales are: Russell A. Schlegel for 
the eastern region, with headquarters in New York; 
George Brown for the central region, headquarters 
in Cleveland; Robert Scott in the midwest and 











BROWN £/cctionik 
TEMPERATURE CONTROL 


No matter how good the formula or the mixing 


yy N a 
aed equipment, uniformity depends finally on main- 
ae taining precise temperature control. 
g \ B a The ElectroniK Potentiometer gives you un- 
matched speed of response and precision control 


{ he Te )| } | eC 3 4 that meet the demands of delicate time-tempera- 
] qa «een 


ture cycles. 


( ; In addition, you get a continuous record of tem- 
j , Bee peratures ... a guide to future cooking schedules. 

4 : : Write for data sheets #3.2-1, #3.3-1, #3.3-2, for 
details on the latest developments in ElectroniK 
Temperature Control for candy manufacturers. 
No obligation. 





MINNEAPOLIS-HONEYWELL REGULATOR CO. 
BROWN INSTRUMENTS DIVISION 
4495 Wayne Ave., Philadelphia 44, Pa. 


Offices in principal cities of the United States, Canada and throughout the world 


HOOTON CHOCOLATE CO 
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FOR THE FOOD INDUSTRY 


NEWARK 7 NEW JERSEY Hlonevwell 
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IT’S ENGINEERING 
THAT COUNTS 


Economy in buying confectionery machinery 
isn’t a matter of initial cost. A machine must 
become part of your production line; must 
work well in combination with your other 
production equipment. An economical machine 
must better your product and your over-all 
production and must amortize its cost as quickly 
as possible with a minimum of maintenance 
and repair. 


All Greer equipment has behind it years of 
painstaking engineering. This results in maxi- 
mum production efficiency and in machines 
which are designed and built for trouble free 
operation. All over the world, Greer machines 
are consistently yegee | better products. 
They are fabricated by skilled workmen from 
the finest materials available, and are installed 
by experienced and well trained men. 


There may be confectionery machines on the 
market whose initial cost is lower than that of 
Greer equipment. But Greer confectionery 
machines, backed by Greer engineering, will 
operate longer with less maintenance, and will 
increase your profit by improving your product 
and production. Greer quality equipment costs 
far less in the long run. J. W. Greer Company, 
130 Windsor St., Cambridge 39, Mass. 
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northwest regions, with headquarters in Chicago, 
and William Clements in the Pacific, north coast 
and mountain regions, with headquarters in Los 
Angeles. All were formerly members of the field 
sales staff of the Brown Instruments division of the 
Honeywell organization. 





FAREWELL DINNER to Sir John L. Simonsen, of England, winner 
of the 1949 Fritzsche Award for outstanding achievement in es- 
sential oil chemistry, given by Frederick H. Leonhardt, president 
of Fritzsche Brothers, Inc. Seated, left to right: Joseph A. Huisking. 
Dr. Ernest Guenther, Sir John, Mr. Leonhardt, Prof. Marston T. 
Bogert, John H. Montgomery and Hans P. Wessemann. Standing: 
Daniel A. Neary. B. F. Zimmer, F. H. Leonhardi, Jr., Dr. E. H. 
Hamann, E. E. Langenau, Dr. Darrel Althausen, G. A. Wohlfort, 
and R. W. Wilmer. 


® Union Confectionery Machinery Co.: Herman 
Greenberg, head of Union Confectionery Machinery 
Co., announced the liquidation of all machinery and 
equipment at the Allen Candy Co. of Wetherly, 
Pa. This equipment is offered for sale piece-meal 
directly from the floors of the plant. Inspection 
can be arranged by contacting Union Confectionery 
Machinery Co., Inc. at 318-322 Lafayette St., New 
York City. 


@® Electric Auto-Lite Co.: A brochure with dia- 
grams for choosing the best suited type thermom- 
eter for industrial use is available from The Electric 
Auto-Lite Co., Toledo, Ohio. 


® Dodge & Olcott, Inc.; A new October catalog 
listing essential oils, aromatic chemicals, perfume 
bases, vanilla, and flavor bases, is available from 
Dodge & Olcott, Inc., 180 Varick Street, New York 
14, N. Y. 


@ Hershey Chocolate Corp. A proposed reclassi- 
fication plan for the firm’s convertible preference 
stock is announced by P. A. Staples, president. 
Under the proposal, each share of convertible pref- 
erence stock would be reclassified into two shares 
of new $50 par value preferred stock and one share 
of common stock. Directors are expected to act on 
the proposal at an early meeting. 


® Cocoa Bean Imports: Imports of cocoa beans in 
the second quarter of 1949 totaled 186,602,000 
pounds, about 5,000,000 pounds above those of the 
preceeding quarter and 54,000,000 pounds above 
those of the corresponding quarter of 1948. While 
imports from the Gold Coast and Nigeria have de- 
creased, those from Brazil and French West Africa 
have increased by a compensating amount. Deallo- 
cation of cocoa beans was effective as of June 9, 
1949. It is of interest to note that imports into the 
U. S. for the period of October 1948 through June 
1949, or the first nine months of the original deallo- 
cation period about 76 per cent of the amount allo- 
cated to this country was imported. 


@ Walnut Salable and Surplus Percentages: The 
U. S. Department of Agriculture announced that 
the salable percentage for merchantable walnuts of 
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Candy Clinic 


(Continued from page 50) 





green and white. Appearance of pack- | 
age good. The mints color and tex- 
ture are good, but the flavor is weak. 

REMARKS: A good eating mint but | 
lacking in flavor. Suggest half again | 
as much flavor be used. This type of | 
confection requires a strong flavor. | 


Code 10X49. 


Honey Chews 


ANALYSIS: Purchased in a Chicago | 
railroad station restaurant, 8 ounces | 
for 25 cents. Container is cellulose | 
bag printed in red and yellow. Ap- | 
pearance of package good. Each piece 
has a wax paper wrapper. Chews 
color and taste are good. 

REMARKS: Suggest formula be 
checked as piece had started to grain 
and was cooked too low. If batch is 
cooked a little higher, this would be 
a better eating piece. Flavor could 
be a trifle stronger. Code 10Y49. 


Coated Walnut Nougat Bar 


ANALYSIS: Purchased at 114 ounces | 
for 5 cents in a eigar store in Boston. 
Wrapper of glassine printed in blue 
and gold. Appearance and size of 
bar are good. Sugar coating fair. 
Color, texture, and taste are good. 

REMARKS: A good eating center, 
well made, but the grease-sugar coat- 
ing harms the eating qualities of the 
bar. Suggest a chocolate bittersweet 
coating be used. Code 11B49. 


Peanut Nougat Bar 


ANALYSIS: Purchased in a Boston | 
railroad depot. A 114 ounce bar for 
5 cents. Size and appearance of bar 
good. Wrapper is paper backed foil 
printed in blue and green. A very 
neat and attractive wrapper. Color 
and texture good. 

REMARKS: Suggest peanuts be 
salted before using to prevent them 
from turning rancid. Code 11C49. 





Chocolate Coated 
Peppermint Cream Pattie 


ANALYSIS: Purchased in a San 
Francisco drug store at 1 ounce for 
5 cents. Appearance of pattie is 
good. Wrapper of glassine printed 
in green and white. Coating fair. 
The centers color was slightly off, | 
texture fair, flavor weak. 

REMARKS: Pattie is not up to the | 

| 


standard of other good patties on the 
market. Suggest again as much 


Jar November, 1949 





Kitty Percent 


more valve... 


PURE VANILLA EXTRACT IS JUST A NAME 




















Don’t let anyone pick your purse with a 
name. In PURE VANILLA EXTRACTS 
there are good ones and poor ones, weak 
ones and strong ones all sold under the 
same label. Actual standards set for the 
term “Pure Vanilla Extract”, are low. 


Davis & Company give you fifty to one- 
hundred per cent more PURE flavor 
through their NEW PROCESS for the 
extraction of Vanilla Beans. This fact can 
be proven by both chemical analyses and 
actual flavor tests. The efficiency of our 
NEW PROCESS extraction equipment has 
never been equalled. Add to this statement 
the fact that we use only Prime Mexican 
and Bourbon Beans and you have the rea- 
sons why you should be using these great, 
money-saving Vanillas in your products. 


DACO PURE VANILLAS 
ARE BEST BY TEST 












AVIS & COMPANY 


CLEVELANOQ 134, GQHIO 
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flavor be used, also center be checked 
up for color and 4exture. Code 
11D49. 


Candy Cigarettes 


ANALYSIS: Purchased in a Chicago 
variety store, 34 ounce for 10 cents. 
Container is plastic, hinged similar 
to a powder compact. Printed inside 
card similar to one of the popular 
cigarettes on the market. Contains 5 
sugar cigarettes, small for a ten cent 
seller. Appearance of package is good. 
The cigarettes color, texture, and 
mint flavor are good. 

REMARKS: A well planned novelty 
but highly priced at 10 cents. Code 
10L49. 


Peach Cordial Chocolate Bottle 


ANALYSIS: Purchased in a Chicago 
chain grocery store, 5/16 ounces for 
ten cents. Container is colored foil 
wrapper with paper band, yellow, 
printed in blue and black. Appear- 
ance of novelty is good, but size is 
small for a ten cent seller. The bottles 
center was grained, chocolate; fair, 
flavor; could not taste flavor, mould- 
ing: good. 

REMARKS: Suggest cordial be 
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checked as it had grained. The same 
can be said for mint cordial. Code 
10P49. 


Nut Rolls & Fudge 


ANALYSIS: Purchased in a Chicago 
drug store at 1 pound for 89 cents. 
Appearance of package is good. Box 
is one layer white, printed in green 
and brown, has two large square 
cellulose windows, and is cellulose 
wrapped. The vanilla fudge, choco- 
late fudge, and nut rolls are good. 
Color, caramel, center, and taste are 
also good. 

REMARKS: Cheaply priced at 89 
cents a pound. Code 10/49. 





Peanut and Almond Hard Candy 


ANALYSIS: Purchased at a Liberty- 
ville, Illinois supermarket, at 1 pound 
for 19 cents. Packaged in folding box 
printed in brown and yellow, cellulose 
oval window in center, and over-all 
cellulose wrapper. Appearance of 
package good. Jacket, center, taste, 
color, and sugaring are good. Note: 
Piece is a filled hard candy, almond 
shaped, sugared. 

REMARKS: A well made piece and 
good eating. Piece looks like an al- 


mond in the shell. New and different 
confection. Code 10K49. 


Pecan Nougat Bar 

ANALYSIS: Purchased in a Boston 
railroad depot at 14% ounces for 5 
cents. Appearance and size of bar 
are good. Wrapper of cellulose 
printed in dark and light blue. Bars 
Color, texture, and taste are good. 

REMARKS: The best bar of this 
kind the Clinic has examined this 
year. Code 11A49. 


Assorted Confections 


ANALYSIS: Sent in for analysis as 
Number 4651. Box is of one layer 
type, buff colored paper top, name 
etc., printed in dark brown. Tied 
with brown grass ribbon. Cellulose 
wrapped. Appearance is good, ap- 
pearance on opening fair. Light 
coatings fair. Vanilla caramels too 
hard. The Brazils and peanut clus- 
ters are good. Chews poor. Dark 
coatings fair. Creams lack flavor and 
appeared rancid in samples sent. Ting 
ling fair. Vanilla caramel grained. 
Assorted wrapped caramels and nut 
crunch good. Assorted grease and 
sugar coated bon bons poor. 


REMARKS: Candy is not up to stand- 





Model E Automatic 
Hard Candy Machine 


For producing spherical and 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience. 


Seamless shape hard candy 








To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equip- 
ment it is advisable to determine the exact age 
of such equipment. 


It is suggested that you obtain the serial number 
of any of our equipment under consideration and 
write to us, the original manufacturers, request- 
ing information as to its age and the availability 
of parts for repairs. 


We, as manufacturers of this equipment, will be 
glad to co-operate by supplying this information. 








There is no Substitute for Experience 


John Werner & Sons, Inc. 
ROCHESTER 13, N. Y. 


713-729 Lake Ave. 








THE MANUFACTURING CONFECTIONER 








arc 
tha 


coe 
cel 
gre 
cel 
cel 
sol 


in 
er 
sti 
lo: 
lo« 











ard and lacks good flavors. Suggest 
that the grease-sugar coated bon bons 
be left out of the assortment. Nut 
coated pieces should be wrapped in 
cellulose. Some caramels were 
grained, some were very hard. Cream 
centers need checking up, also cream 
centers in the nut slices. The as- 
sortment is fair. 


Assorted Mint Candies 


ANALYSIS: Purchased in San Fran- 
cisco, 8 ounces for 50 cents. Box is 
one layer type, white paper top 
printed in green, white and gold. 
Name in green. Cellulose wrapper. 
Appearance of package good, also 
good on opening. Assorted sugar 
grease coated marshmallow centers, 
good. Assorted sugar grease coated 
jelly and cream centers, good. Coat- 
had a bad grease taste. Sugar mint 
flavored hard candy sticks were good. 
Grained mints lacked flavor. The 
sugared gum leaf, sugared mint gum 
and marshmallow, and sugared lime 
gum are good. Assortment too small. 

REMARKS: Suggest the grease coat- 
ing be checked up as it had an old 
grease taste. Suggest hard candy 
sticks be wrapped in M. S. T. cellu- 
lose as they were wet and did not 
look good. Very good gums. Well 
flavored. Code 10749. 





Sweetest Day 


(Continued from page 47) 


by the Optimist Club as “Boy for 
Sweetest Day.” 

4.—Distribution of bars and chews 
at a city-wide gathering of San 
Francisco Boy Scouts. 

This chain of events made good 
copy and photographic material of 
which the local papers made gener- 
ous use. Candy retailers tied in with 
displays and posters, resulting in 
volume sales of gift packages. 

Nationally, Sweetest Day efforts 
of the National Candy Wholesalers 
Ass’n were reported “sufficiently suc- 
cessful” to cause the board of direc- 
tors to vote, at the recent NCWA 
meeting in Washington, D.C., for es- 
tablishment of a committee to start 
preparations for promotion early in 
1950. This action was taken at the 
recommendation of E. J. McCoy, of 
Canton, Ohio, chairman of the 
NCWA educational committee, who 
said he believed “the future would 
see an increasing amount of partici- 
pation in the event.” 


for November, 1949 





Make yours The fares” 


DUTCH PROCESS 


COCOA and CHOCOLATE 





TRADE-MARK REG. U. S. PAT. OFF. 


Potassium 


Your cocoa and chocolate are bound 
to be more uniform when you use 
Solvay Potassium Carbonate. This 
ideal neutralizer is laboratory-con- 
trolled for uniformity . .. that’s why 
it helps you produce uniformly de- 
lightful cocoa and chocolate. 


‘SOLVAY SALES DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street New York 6, N. Y. 
BRANCH SALES OFFICES: 
Boston ¢ Charlotte * Chicago * Cincinnati * Cleveland 
Detrcit * Houston * New Orleans * New York 
Philadelphia © Pittsburgh * St. Louis * Syracuse 








STANcase 
EQUIPMENT 


No. 18 
Inside 
Dimensions 
Length —43\4" 7 
Width — 22%" 
Depth — 16” 


S 


STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 

Manufactured by 
The Standard Casing Co., Inc. 


121 Spring St., New York 12, N.Y 








page 63 


















. . . captures the bouquet of real... 


fresh-ripened strawberries 


new 
Imitation Strawberry Fragaria 


© HARD CANDY 
© GELATIN POWDERS 
© FONDANTS 


A new product from the laboratories of George Lueders 
. . « Imitation Strawberry FRAGARIA gives remarkable 
bouquet fidelity. 


Has a high boiling point to retain flavor and can be used 
to fortify True Fruit Strawberry. 


WRITE FOR SAMPLE 
Established Since 1885 = 


GEORGE LUEDERS & CO. 


427 Washington Si. New York 13, N. Y. 


Chicage @ San Francisco @ Montreal @ Les Angeles 
Philadelphia @ St. Louis @ Toronte @ Winnipeg @ Wisconsin 




















- FRIEND 


Two-Way Chew 
Cutter... 


is a new FRIEND ma- 
chine for cutting chewy 
nougat, caramel or any 
other similar tenacious 
material, by means of 
eccentric-driven, criss- 
cross blades, to desired 
squares or rectangles, 
two ways simultane- 
ously, with no strips of 
scrap. A stripper keeps 
candy from sticking to 
sides of blades. Ma- 
chine is easily adjust- 
ed so the ontire slab 
is cut into individual 
pieces so cleanly that 
no handling of pieces 
is necessary, and no 
costly scrap strips are 
left to rework. 





One operator easily cuts a 17 inch square slab so 
instantaneously that machine pays for itself in but a 
few weeks. 






by 
e652 ae oe FRIEND Meee es 
203 Old Colony Ave. 






South Boston 27, Mass. 
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Supply Field News 


(Continued from page 60) 





the 1949-50 marketing year will be 70 per cent, and 
the surplus percentage will be 30 percent. Th: 
surplus 30 per cent may be diverted to shelling, 
export, or to other uses which are not competitive 
with unshelled walnuts in the domestic market. 
These regulations are not applicable to growers 
unless they perform the functions of handlers. 


@ Western Packaging Exposition: The third West- 
ern Packaging Exposition and Conference will be 
held in the San Francisco Civic Auditorium in 
August, 1950, it is announced by Clapp & Poliak, 
exposition management. 


@ Merck & Co., Inc.: Merck & Co., Inc., manufac- 
turing chemists, announce transfer of its St. Louis 
branch to new and larger quarters, at 4545 Oleatha 
Avenue. The new buildings, completed recently, 
provide 61,000 sq. ft. of floor space. 


@ “The ECA and Small Business”: The Economic 
Cooperation Administration, 800 Connecticut Ave., 
N. W., Washington 25, D. C., has issued a new 
booklet designed to assist American small business- 
men who plan to enter the export market under 
the Marshall Plan. Entitled “The ECA and Small 
Business,” the booklet explains various methods of 
organizing for overseas trade. The booklet may be 
obtained by writing ECA at the above address. 


@ California Shelled Walnut Output: California’s 
production of shelled walnuts for the 1948 season 
totaled 12,640,000 pounds, against 17,100,000 pounds 
a year earlier, according to the California Crop Re- 
porting Service. 

@ Lamborn and Co., Inc.: Inordinately high internal 
taxes imposed on sugar, in various countries of the 
world, greatly restrict the consumption of sugar in 
nations where an inadequate diet exists, reports the 
firm. A study made by Lamborn indicates, for ex- 
ample, that the internal tax on sugar in Turkey is 
over 15 cents a pound and the retail price is over 
27 cents a pound, and in that same country the ap- 
proximate consumption per capita is only 15 pounds 
per annum. In the U. S. the average retail price for 


CHOCO 


COATINGS 
LIQUORS 
COCOAS 


LAMONT, CORLISS & CO. 


60 Hudson St., New York 13, N. Y. Branches in Principal Cities 
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sugar is only 9 or 10 cents a pound, and the 1948 per 
capita consumption was over 93 pounds refined 
sugar. 

®@ Institute of Food Technologists: Dr. Samuel C. 
Prescott, emeritus professor and former dean of 
science of Massachusetts Institute of Technology 
as well as the first president of the Institute of Food 
Technologists is presently engaged in writing a 
history of the IFT. He is being assisted in this work 
by E. S. Statler, associate editor of a food maga- 
zine and a past chairman of the Chicago Section of 
IFT. The record is to be published in a brochure 
for presentation to all who attend the IFT Decen- 
nial Conference to be held in Chicago in May, 1950. 


@ The Borden Co.: Estimated net income for the 
first six months of this year amounted to $10,200,- 
000 or $2.37 per share as against $9,000,000 or $2.10 
per share for the same period last year. Theodore 
G. Montague, president, reported to stock holders. 
Dollar sales for the first six months were off 1.5 
per cent from the same period last year. 


@ Farr & Co.: Sievers W. Susmann assumed the 
management of the direct consumption sugar and 
the refined sugar brokerage departments of Farr 
& Co., 120 Wall Street, New York, it has been 
reported. 

@ Firmenich & Co.: Enlargement of the sales staff 
of Firmenich & Co. by the appointment of Donald 
H. Bush and L. J. Weed, Jr., as representatives 
has been announced by Charles C. Bryan, resident 
partner of the company. The two men will enlarge 
the operations of the company in both the per- 
fumery and flavor fields. 





Go to VACUUM 


@ Pecan Grade and Size Regulations: The Depart- 
ment of Agriculture recently announced that the 
initial grade and size regulations specified in the 
pecan marketing agreement and order program were 
to become effective October 20, 1949. Beginning 
October 20, pecans shipped out of Georgia, Ala- 
bama, Florida, Mississippi, and South Carolina, for 
distribution in unshelled form must not be below 
U. S. Commercial Grade, must not be smaller than 
90 nuts per pound, and must meet other specified 
requirements. All shipments for unshelled distribu- 
tion must be inspected by the Federal-State or the 
Federal Inspection Service, except shipments of 
200 pounds, or less, a day to any one consignee. 
Pecans for shelling and processing outside the five- 
state area may be shipped without prior inspection, 
provided satisfactory arrangements have been made 
in advance by the shipper with the Administrative 
Committee. W. E. Leigh, 911 Oglethorpe Ave., 
Albany, Georgia, is managing agent for the Pecan 
Administrative Committee. 


@ New York Cocoa Exchange, Inc.: Trading ac- 
tivity covering the third year of renewed activity 
after the war and the 24th year of Exchange activity 
ending September 30, 1949, was again higher with 
26,313 contracts changing hands, an increase of bet- 
ter than 50 per cent in volume over the previous 
year. Highest and lowest prices recorded during the 
period were 40 cents and 15.75 cents respectively 
compared with a high of 44.65 and a low of 24.25 
the previous year. Arrivals of cocoa into the UV. S. 
for the year were 4,398,687 bags compared with 


3,960,706 bags a year ago. 


and RACINE 


for your MODERN CANDY MACHINE 





MANUFACTURERS OF “SIMPLEX” 


@ Vacuum Hard Candy Cookers Steam 
and Gas 


@ Vacuum Fondant Cookers and Coolers, 
Steam and Gas 


@ Steam Jacketed Kettles, Copper or 
Stainless Steel, with or without 
Agitotors 


Cooling Slabs 


Batch Rollers 


@ Continuous Plastic Machines 


VACUUM 








MANUFACTURERS OF “RACINE” 


@ Standard Automatic Sucker Machines 

@ Super-Duplex Automatic Sucker Ma- 
chines 

@ The Punch and Die Sucker Machine 

@ Sucker, Cutting and Drop Rolls 

@ Cream Depositors 

@ Chocolate Depositors for Stars, Kisses, 
Buds, Bits, Bars, etc. 

@ Snow Plow Cream Beaters 

@ Caramel Cutters 


CANDY MACHINERY COMPANY 


and Racine Contectioners’ Machinery Co. 


PARK ROW, NEW YORK 7.N_ Y 


FACTORIES: HARRISON, N. J.: RACINE, WIS 





for November, 1949 
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| HELP WANTED | 





SUPERINTENDENT: For eastern plant. 
Large volume of business. Rare oppor- 
tunity. State age, experience, where em- 
ployed past 20 years, when available. 
Box No. C1198 The MANUFACTURING 
CONFECTIONER. . 


CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 
9 South Clinton St. 

Chicago 6, Ill. 





‘ 


rrr rrr er 


ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates cre 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters; $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
diecounts. 














present salary. 





GENERAL MANAGER 


For candy manufacturing plant successfully established over 
thirty years to also act as assistant to President. Present volume 
several million dollars per year with large potentiality for increased 
volume. To the right man. this is a rare opportunity. Please state 
age, complete background and experience. when available, 


Address Box 1093 


The MANUFACTURING CONFECTIONER 








SALES MANAGER: Middle West, general 
line manufacturer desires mature ex- 
perienced executive to administer national 
sales organization, handling complete line 
bulk and packaged candies and choco- 
lates. All replies will be treated confiden- 
tially. Reply to Box No. A-1190, The 
MANUFACTURING CONFECTIONER. 


Man between 30 and 45 years old, who has 

had sales experience and some manu- 
facturing knowledge of bulk and packaged 
candies, wanted for Candy Plant in East. 
C-901 c/o The MANUFACTURING CONFEC- 
TIONER. 





PAN MAN: Experienced, candy coated 

and ball gum. Permanent position. Op- 
portunity for right man. Apply in person 
or write, Topps Chewing Gum, Inc., 237 
37th St., Brooklyn 32, New York. 





POSITION WANTED 





CANDY MAKER: Wants position in a high 
class retail shop making quality goods. 

Full and varied experience. Box No. 11913 

The MANUFACTURING CONFECTIONER. 
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SALES LINES WANTED 





WANTED: Candy and allied lines. We 
have 20 years sales experience in same 
territory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210-211 Candler Bldg., Atlanta, Georgia. 





WANTED: Lines of penny numbers and 5c 
bers candy for South Carolina and Eas- 
tern North Carolina on brokerage basis. 
I have 250 jobber and chain accounts that 
I am contacting regularly and can guar- 
antee a good volume. Box No. A-1199 The 
MANUFACTURING CONFECTIONER. 








Brokers... 


For new candy lines, list your firm 
in the Brokers’ Sec- 
tien of THE MANUFACTURING 
CONFECTIONER and THE CANDY 
BUYERS’ DIRECTORY. Low rate is 
only $15 @ year. 


THE MANUFACTURING 
CONFECTIONER 


9 S. Clinton St. Chicago 6, Ill. 

















MANUFACTURE WANTED 








WANTED MANUFACTURE: To manufac- 
ture and pack 5c and Ic items for whole- 
sale distributor under private label, located 
in southern California. Box No. A-1197 The 
MANUFACTURING CONFECTIONER. 


FOR SALE: 800 NEW and 2000 used Starch 

Trays. Outside measurements 14” x 32”. 
Now located in middle West. Immediate 
shipment. Attractive prices. Box No. A-1192 
The MANUFACTURING CONFECTIONER. 





| MACHINERY FOR SALE 





FOR SALE: Simplex Steam Vacuum Cooker 

with two fifty gallon pre-melt kettles. 
Good operating condition. Box. No. A-1191 
The MANUFACTURING CONFECTIONER. 


FOR SALE: #6 Drop Frame with rolls for 

drops, balls, and hard candy mix. Entire 
unit offered for less than price of the rolls. 
300 Pound Capacity Pulling Machine, 
motor attached. Priced very low. Shary & 
Shearer, Inc., Reading, Pa. 


FOR SALE: 16” Enrober, 300 lbs. Chocolate 

melter, 600 lbs. Chocolate melter, sizing 
roller, Caramel Cutter, dipping tables. Box 
No. A-1194 The MANUFACTURING CON. 
FECTIONER. 


FOR SALE: Model K. Kiss cutting & wrap- 

ping machine; Savage motor driven 
“Papoose” M.M. beater; 4 set cutter rolls 
for Werner semi-automatic ball machine; 
Racine automatic sucker machine with ex- 
tra rolls. Monitor nougat cutter; 80 Gal. 
Savage Marshmallow beater; 4 ft. Ball 
cream beater; National cream depositors; 
Krimpac wrapping machine; Ideal carmel 
sizer & wrapping machine; 3 x 8 Savage 
steel water cooled slab (New); 16 inch 
Enrober with all attachments; Gas fired 
Nut roaster with baskets. Chocolate melters 
200 & 300# capacities. Priced to sell. 
National Confectioners Machinery Co:, 108 
E. 2nd St., Cincinnati, Ohio. 


THE MANUFACTURING CONFECTIONER 
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LIQUIDATION 





For Sale Piece Meal 





« 


National Equipment Fully Automatic Type AD Wood Mogul 


UNION 


Rebuilt 


Mac hiner aN 


Established 1912 ee) 






Inspection 
Can Be Arranged By Appointment 


Our Representatives Will Be On The Premises 
Daily To Show Customers Through The Plant. 


For Information and Full Details Write, Wire or 
Phone Collect 


Excellent Machinery and Equipment 
direct from floors of 


ALLEN CANDY COMPANY 
Weatherly, Pa. 


e All equipment is maintained in excellent con- 
dition and is still set up in exact posi'ion for 
inspection. 

e Exceptional machinery rarely offered for resale. 

e All machinery must be sold and moved im- 
mediately. 


e Chance of a life'ime to secure desirable equip- 


ment at a fraction of its value. 
e Quantities are limited and all offerings are 
subject to prior sale. 


AT SACRIFICE PRICES FOR QUICK SALES 
Act Promptly For Choicest Buys 





Principal Items For Sale 
MOULDING DEPARTMENT 


1—Double Huhn Starch Dryer and Cooler with all equip- 
ment, Regulators, Conveyors, Elevators and Allis 
Chalmers Starch Cleaner (can be installed for use 
w'th any Mogul or Starch Buck). 

I—N. A. Wood AD Mogul with motor driven Depos'tor 
and 4 pumps. 

I—Allis Chalmers Starch Cleaner with 5 HP motor. 

3500 Trays with Starch. 

150 Starch Tray Dollies. 

1—Nat‘onal Equipment Special Slug Depositor with agi- 
tator and two pumps. 

1000 Carrier Trays with 40 dollies. 

1—Colseth Starch Board Truck. 

Baltimore Sugar Sander. 

HARD CANDY DEPARTMENT 

I—N. E. Continuous Cooker 600 Ib. with motor driven 
pump. 

I—Racine Die Pop Machine, motor driven, 3 dies and 
drum motor and. blower. 

I—Racine Sucker Machine with 24 ft. Conveyor and large 
assortment of rollers. 

1—Werner Ball Machine with assortment of rollers. 

i—Werner Strip Sizer. 

2—6 ft. Batch Rollers. 

i—2 x 3% Drop Mach’ne, belt driven, 19 sets ro'lers. 

1—Dern Chip Cutter, Conveyor. 

1—Stick Sizer. 

2—9" HP Jap Cutters. 

4—Hand Cutters. 


CHOCOLATE DEPARTMENT 

1—24" N. E. Enrober with automatic temperature con- 
trols, feed table, motors, 36' N. E. Tunnel with 10° 
Packing Table, suitable for standard and high pieces 
like Easter Eggs. 

1—16" N. E. Enrober w'th automatic temperature con- 
trol, automatic feeder, bottomer, stringer, cooling 
tunnel and packing table. 

1—500 Ib. N. E. Melter, belt driven. 

2—300 Ib. N. E. Melter, belt driven. 











UNION CONFECTIONERY MACHINERY CO.,Inc. 


318-22 Lafayette St. 


for November, 1949 


Cable Address: 
“CONFECMACH” 


New York 12, New York 
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MACHINERY FOR SALE (Contd.) 





PLANT FOR SALE 


| MACHINERY WANTED | 





FOR SALE: A complete line of rebuilt con- 

fectionery machinery, such as: Simplex 
gas-fired vacuum cookers, automatic fill- 
ing machines, 3 roll refiners, kiss machines, 
pulling machines, water cooled tables, 
Hohberger continuous hard candy machine, 
National continuous hard candy cooker, 1 
Lynch Wrappomatic bar wrapper, ball 
beaters, moguls, chocolate melters, and 
many other kinds of equipment for which 
we solicit your inquiries. A & G MACHINE 
CO., 33 Central Wharf, Boston 10, Mass. 





FOR SALE: Die Pop Machine equipped for 

wooden sticks. Reasonable. Box No. 
11911 The MANUFACTURING CONFEC. 
TIONER. 


FOR SALE: National Steel Starch Buck and 

Hand Printer. $1,000. 125 pound Hildreth 
Candy Pulling Machine, motor attached. 
$675. Both in perfect condition. King’s Busi- 
ness Service, 1451 W. Belmont Ave., Chi- 
cago, Ill. 





SOUTHERN CALIFORNIA CANDY PLANT 
FOR SALE: One of the finest with the 
largest production capacity and the lowest 
overhead offering the best possibilities of 
any plant on the West Coast. All equip- 
ment like new which includes Continuous 
Vacuum Cooker, Simplex Vacuum Cooker, 
Savage Break Back, Blast furnaces, Large 
Drop Roller and Conveyor, 2 Continuous 
Cutters with conveyors, bins, etc., Ribbon 
Machine, Cut Rock Mach., Stick Candy 
Table, Steel Slabs, Set Up Tables, Batch 
Rollers, Steam Kettles, Boiler, Hobart Mixer, 
Marshmallow Mach., Cream Beater, Savage 
Caramel Cutter, Savage Sizer, Automatic 
Weighing and Bag Sealing Mach., Large 
Kron Scales, Office Equip., etc., etc., etc., 
$45,000. The right party with this setup can 
earn this amount in the coming Xmas busi- 
ness alone. Ill health forces owner to sell, 
but would consider associate capable of 
taking complete charge. Box No. 1095, 
The MANUFACTURING CONFECTIONER. 


FOR SALE: Candy Plant on Pacific Coast. 

Fully equipped for manufacturing of hard 
candies. $5,000 needed to handle. Box No. 
11910 The MANUFACTURING CONFEC- 





WANTED TO BUY 


Package Machinery Co. 
pop wrapping machines. 
State serial number and con- 
dition. 
School House Candy Co. 
Providence, R. I. 














WANTED: Friend hand roll machine Model 

F or E. York batch roller 6 or 7 ft. Model 
K. kiss cutting and wrapping machine. Box 
No. A-1196 The MANUFACTURING CON- 
FECTIONER. 





| MISCELLANEOUS e 








WE BUY & SELL 





TIONER, 





FOR SALE: | Igou Stick Spinner, complete PS 


ODD LOTS + OVER RUNS + SURPLUS 





with extra rolls. 1 extra large pulling ma- 
chine, 10 H.P. motor. 1 Racine Sucker 
Machine, 3 sets of rolls, conveyor if de- 
sired. 1 Miller Cellophane Bag Machine 
with electric eye. These may be inspected 
at our plant at any time. Cottrell Candy 
Co., 413 N. 7th Ave., Knoxville, Tenn. 





FOR SALE OR RENTAL: Enrober, 16", com- | 

plete, can be demonstrated. Rent or sell | bold face. 
$750.00. Terms, Private. Write Box No. | 
11912 The MANUFACTURING CONFEC.- 
TIONER, | 





Whether you're buying or 
selling, classified ads in The 
MANUFACTURING CON- 
FECTIONER bring quick re- 
sults. Low cost is only 35 
cents a line, 70 cents for 


| (Qa erTS 


BAGS 





SHEETS*ROLLS-SHREDDINGS 
Collepkane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 


Tying Ribbonas—All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond Robert I. Brown 
“At Your Service” 
74 E. 28th St., Chicago 16. Illinois 




















Candy Press-Time News 


@ Huyler’s; Robert T. Rinear was elected president 
of Huyler’s of New York, recently. Mr. Rinear suc- 
ceeds Mr. H. O. King, who, in turn, was elected 
chairman of the board of directors. Huyler’s re- 
cently moved its main offices and plant from Long 
Island City to 660 First Ave., New York. 


@ New England Confectionery Club; William H. 
Vogler, of the New England Confectionery Co., 
Combridge, was elected president of the New Eng- 
land Confectionery Club at the annual meeting held 
at the Copley Plaza, in Boston. He succeeds Samuel 
Sidd, of Schrafft’s. Robert H. Welch, Jr., of James 
O. Welch Co., Cambridge, was elected vice-president 
of the club, the post vacated by Mr. Vogler. 
Milton H. Brown, of New England Confectionery 
Co., was reelected secretary and Fred H. Dow, 
was renamed treasurer. Mr. Dow, a retired confec- 
tioner, has served as treasurer of the club for 39 
censecutive years. 
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@ Clinton Industries, Inc.; A special meeting of 
stockholders for November 14 has been called by 
Clinton Industries, Inc. Purpose is to change the 
name of the firm to Clinton Foods, Inc., and to 
vote on amending the certificate of incorporation 
to provide for an authorized capital stock of 200,000 
shares of $100 par preferred and 1,500,000 shares 
of $1 par common. 


@ WCSA Convention; The 35th annual convention 
of the Western Confectionery Salesmen’s Ass’n will 
be held on December 8-9-10 at the Congress Hotel, 
in Chicago. 


@ Arthur M. Kessler; After a paralytic stroke suf- 
fered several weeks ago, Arthur M. Kessler, plant 
manager and board member of the Robert A. John- 
son Co., died recently. Mr. Kessler was 72 years of 
age. Surviving are his wife, Meta; a son, a sister, 
and four brothers. 


@ American Molasses Co.; The election of Richard 
S. Taussig as executive vice-president has been 
announced by the American Molasses Co. Mr. 
Taussig was previously vice-president in charge of 
Chicago operations. 
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New England States 


South Atlantic States 


East No.Central States {contd.) 


East No.Central States {contd.) 





JESSE C. LESSE CO. 


Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 


BOSTON 15, MASS. 
Territory: New England 





Middle Atlantic States 





S.'P. ANTHONY 


Manufacturer's Representatives 
P. ©. Box 1355—Phone 2-8469 


READING, PENNSYLVANIA 
Terr.: Pa., ee Washington, 





HERBERT M. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORK 
Terr.: New York State 





IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 


Terr.: Pennsylvania, excluding 
city of Philadelphia 





GREENBERG BROS. 
389 East 2nd St. 


BROOELYN 18, NEW YORE 





Covering Jobbers, Syndicate and | 
Dept. Stores in New York City & 
100 mile radius 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 

Cover conf. & groc. jobbers, chains, 

dept. stores, food distrs. 
W. Pa., W. Va., & E. Ohio 





ENVOY SALES COMPANY 
280 Madison Avenue 
NEW YORE 16, N. Y 
Murry Hill 4-1140 
Covering Jobbers, Department 
Stores, Grocery and Variety Chains, 
and Buying Offices. 
Terr: New York & New Jersey 





BROKERAGE Co. 
1135 East Front Street 
RICHLANDS, VA. 
Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





W. H. CARMAN 


Manufacturers’ Representutives 
3508 Copley Road 





BALTIMORE 15, MARYLAND 
Terr.: Maryland; Wash., D. C. 


for November, 1949 


JIM CHAMBERS 


Candy Broker 
84 Peachtree Street 


ATLANTA, 3, Googe 
Terr.: Ga., Ala., and Fila. 





WM. E. HARRELSON 
Manufacturers’ Representative 
5308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va.. N. & S. Caro. 





HUBERT BROKERAGE CO. 


Candy and Allied Lines 
om Sy ony 
ces & Display Rooms 
210-211 oe Bldg. 


A 
Terr.: Florida, Georgia and Ala- 
bama for 20 years 





JOHNSON & SAWYERS 


335 ae i? 
JACKSO: See 


nae e & hie 
Terr.: Ga., Fla., & Al 





A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 
Candy and Specialty Items 
Terr.: Va., W. Va., & No. & So. Caro. 





ROY E. RANDALL CO. 
Manufacturers’ Representative 
P. O. Box hone 7590 
COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina. 
Over 25 years in area 





SAMUEL SMITH 
| 2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAROLINA 
Terr: Tenn., Virginia, N. Carolina, 
. Carolina 





Ww. Lay. yp a WEEE AGS 
Ors futland 
P. O. Bor oti t Rutland Bldg. 
DECATUR, GEORGIA 


Terr.: Ga. & Fila. 
Thorough Coverage 





East No. Central States 





H. K. BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 

Phones RANdolph 1618-1628 
Territory: Ilinois, Indiana, 
Wisconsin 
25 years in the Candy Business 





JOHN E. SMITH 


Confections & Food Specialties 
Thorough Coverage State of Indiano 
Excluding Lake County adjoining 

Chicag 


) 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 


INDIANAPOLIS 2, INDIANA 








CHARLES R. COX COMPANY 
1428 Erie Boulevard 
SANDUSKY, OHIO 

Territory: Ohio, Michigan, and 

Indiana 





ROGER ETTLINGER 


Phone UNiversity 2-6737 
18300 Pennington Avenue 


DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 


FLINT 3, MICHIGAN 

“We Are At Your Service Always 
—And All Ways” 

Terr.: Michigan, Estab. Since 1932 





BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 


Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 





DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





HARRY KISSINGER 
ee KY y — 

3846 McCo: 

Phone Brookfield 9691 


HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
MARINETTE, WISCONSIN 


Terr.: Wisc. & Upper Mich.—covered 
every five weeks. 





WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 


We specialize in cigars, candies 
specialties and novelties 





JACK WILSON PEIFFER 
Manufacturers’ Representative 
54 W. Burton Place 


CHICAGO 10, ILL. 





WARREN A. STOWELL 
&é 
Phone TRiangle 4-1265 
7943 So. Marshfield Ave. 


CHICAGO 20, ILLINOIS 


Terr.: Chicago and Radius of 
Forty Miles. 





W AND W SALES 
1627 West Fort Street 
DETROIT 16, GAN 
Covering Michigan Completely 
With Qeaitty eae 

‘oO 





ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 
CLEVELAND 14, OHIO 
Terr.: Ohio. Member Nat‘l. Conf. 


Salesmen Ass‘n. 
Buckeye Candy Club 


Cc. H. THOMPSON 

1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 
Terr: Michigan including Detroit 





East So. Central States 











JOHN T. SOX CO. 
Box 605 


COLUMBIA, &. C. 


Manufacturer's Representatives 
Have been representative for 17 
years in the states of South end 
North Carolina 





H. H. SMITH 
Box No. 1202 
HUNTINGTON 14, WEST VA. 


Candy, Marbles, School Toblets, 
Wax Papers, Stationery, N 


Terr.: W. Va. & Eastern Ky. 





R. L. YATES 
15060 Steel Ave., 
DETROIT 27, MICH. 


Terr: Michigan only 
Phone VE 8 1126 





R. HENRY TAYLOR 


Candy Broker 
Box 1456—Phone 8491X 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





PAUL JOHNSON AND CO. 
Manufacturers’ Representatives 
Day Phone 1—Night Phone 2420 

Box 270 
CAMPBELLSVILLE, KY. 
vane, © Cones, Cookies, Cigars, 


on Items 
=: and Tenn. 





FELIX D. BRIGHT & SON 
Candy Specialties 

P. O. Box \77--Phone 8-4097 

ASHVILLE 2, 


TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





J. L. FARRINGER CO. 
FRANKLIN, TENNESSEE 


Established 1924 
Territory: Tenn., Ky., and W. Va. 


3 Salesmen covering territory 





GEORGE BRYAN 
BROKERAGE CoO. 
410 Walnut Bldg. 

DES MOINES $8, IOWA 
Consistent and thorough coverage 
of wholesale candy and tobacco, 

wholesale grocery, chain store 
trade in central, eastern lowa 





ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 3lst Ave. So. 
MINNEAPOLIS 17, Minn. 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 
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West No. Central States 


| West So. Cent. States (contd.} | 


Pacific States Pacific States ({contd.) 





GRIFFITHS SALES COMPANY W. S. STOKES 


725 Clark Ave.—Phone GA. 4979 Broker & Agent 
SAINT LOUIS 2, MISSOURI BATESVILLE, ARKANSAS 


We specialize in candy and Candy - Novelties - Specialties 
novelties. 
Terr.: Mo., Ill., and Kan. 








Mountain States 
LEON K. HERZ 





1290 Grand Ave., Emerson 7309 
ST. PAUL 5, MINN. 


Terr: Western Wis., Minnesota, 
North and South Dakota 





5701 East Sixth Ave. 
| DENVER 7, COLORADO 


+ Noes —_ 4 — 
| err.: Colo., Mont., Idaho, Utah, 
SCHULTZ SALES COMPANY N. Mex. - 


2611 W. Douglas Ave. 





CAMERON SALES COMPANY 





WICHITA 12, KANSAS 


Terr.: Kansas, Oklahoma, 
estern Missouri 


JERRY HIRSCH 
Manufacturers’ Representative 
Candy and Specialty Items 

4111 E. 4th St. 


TUCSON, ARIZONA 





West So.Central States 





Paso, Texas 


Territory: Arizona, New Mexico, 


SAN FRAN 
Terr.: Arkansas—Accounts solicited | 923 E. Third St.—Southern California | 


} ae with Industry 1901 
1 t. | 


MALCOLM S. CLARK CO. 


1487' Valencia St. 
No. Cal.; Nev.; & Hawaii 


JIM O’ROURKE 
9111 Hillross St., 
SUNLAND, CALIFORNIA 


(Suburban to Los Angeles 
terr: California & Arizona 


CISCO 10, CALIF 





LOS ANGELES 13, CALIF. * . 


“ar oa L LIBERMAN 
oe a SEATTLE 22, WASHINGGTON 
ed Manufacturers’ Representative 
oo Posk Road 1708 Belmont Avenue 


Ariz., New Mex., W. Texas Wash. O am ia 
Terr.: Wash., Ore., Mont., Ida., 
EL PASO, TEXAS Utah, Wyo. 








HARRY N. NELSON CO. 
112 Market St. 

SAN FRANCISCO 11, CALIF. 
Established 1906 

Sell Wholesale Trade Only 

Terr.: Eleven Western States 


CARTER & CARTER 
Confectionery Mfr’s Agents 


mnecticut 
Phone: Main 7852 


SEATTLE, WASHINGTON 


Terr.: Wash., Ore., Utah, Ida., 
Mont., Nev., Wyo. 





GEORGE R. STEVENSON CO. 





GENERAL BROKERAGE CO. 


539 Tchoupitoulas St. FRANK X. SCHILLING 
NEW ORLEANS 4 


Box 416—Phone 2-3 


BUTTE, MONTANA 


Complete coverage of Montana, 
Idaho, and Wyoming. 


New Lines Desired 
Complete coverage in Louisiana 
and Mississippi of candy manufac- 

turers, jobbers, and wholesale 
grocers. 


’ f Confectionery and Novel [pane 





HARRY YOUNGMAN 
BROKERAGE COMPANY 
Box 1619 
DENVER 1, COLORADO 


Territory: Colo., Wyo., Utah, 
Idaho, Mont., N. Mexico 


H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: 3-0503 
Terr.: Tex., N. Mex., and Ariz. 











S. D. CARTER COMPANY 


Merchandise Brokers 
Box 217 


GENE ALCORN & CO. 
1346 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
SHREVEPORT, LA. 383 Brannan Street 


Terr.: La., Ark., & E. Texas SAN FRANCISCO 7, CALIF. 
Territory: State of California 








G & Z BROKERAGE COMPANY | 
524 North 12th Stree’ JOHN T. BOND & SON 


ALBUQUER NEW MEXI 637 S. Wilson Place 
A uQ d — ectienery ea “| Phone Federal 6028 
combined c - 
ence of 38 years. LOS ANGELES, CALIF. 
Covering Arizona, New Mexico, | Territory: Pacific Coast 
Idaho, Utah, and El Paso County, Our 28th Year in Candy and 
Texas. ! Food Field 








STATEMENT OF OWNERSHIP, MANAGEMENT 
CIRCULATION, ETC. 
Required by the Act of Congress of March 3, 1933, of The Manufactur- 
ing Confectioner, published thly at Ponti Illinois, for 
October 1, 1949. 


State of Illinois, County of Cook, ss. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Mrs. Earl R. Allured, who, having been duly 
sworn according to law, deposes and says that she is the Publisher 
of The Manufacturing Confectioner, and that the following is, to the 
best of her knowledge and belief, a true statement of the ownership, 
management (and if a daily paper, the circulation), etc., of the afore- 
said publication for the date shown in the abeve caption, required by 
the Act of August 24, 1912, as amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws and Regulations, printed on the 
reverse of this form, to wit: 

1. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: 

Publisher—Mrs. Earl R. Allured, 9 S. Clinton St., Chicago 6, Illinois. 

Editor—Clyde C. Hall, 9 S. Clinton St., Chieago, Illinois. 
— Manager—Mrs. Earl R. Allured, 9 S. Clinton St., Chicago, 

nois. 

2. That the owner is: (If owned by a corporation, its name and 
address must be stated and also immediately thereunder the names 
and addresses of stockholders owning or holding one per cent or more 
of total amount of stock. If not owned by a corporation, the names 
and addresses of the individual owners must be given. If owned by a 
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| Terr.: Calif., Ore., Wash., Mont.. 


| Personal contacts with chains, job 
bers, syndicates & dept. stores 


|SAN FRANCISCO 16, CALIFORNIA 


SAN FRANCISCO 5, CALIFORNIA | 


302 Terminal Sales Building 


SEATTLE, WASH. 


Territory: Wash., Ore., Ida., Mont. 
Over 20 years in this area. 


BELL SALES COMPANY 
100 Howard Street 





Candy & Food Specialties 
Terr.: Calif., Reno, Nev., 
Hawaiian Islands 


| JERRY W. TURMELL COMPANY 
4127 Crisp Canyon Rd.—State 44713 





SHERMAN OAKS, CALIFORNIA 
(20 minutes from Los Angeles) 


J. RAY FRY & ASSOCIATES 


| 420 Market St.—Phone Garfield 7696 |Terr.: Calif., Associates at Hawaii, 


| Philippines and China. Established 
SAN FRANCISCO, CALIF. | since 1932. 





.. Utah, Wyo., Nev., Ariz. 
Ida ta yo ev riz Rg H W. UNGER 


— 923 East 3rd Street 





Phone: Trinity 8282 
LOS ANGELES, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 

West Tex., Nev. 


CHARLES HANSHER 


459 N. Western Ave. 
LOS ANGELES 4, CALIFORNIA 





Terr: California, Nevada, Ariz. 


WITENBERG-ROSS 
} 24 California St. 





“a Phone: Exbrook 7973 


SAN FRANCISCO 11, CALIFORNIA 
315 West Ninth St. 
Phone Trinity 7159 
| LOS ANGELES 15, CALIFORNIA 
Phone: JUniper 4-5300 Terr.: Calif., Arizona, Nevada 
Pacific Coast Representative ' & Export 


GEORGE W. HARTLEY 
89 Marietta Drive 


firm, company, or other unincorporated convern, its name and ad- 
dr ss, as well as those of each individual member, must be given.) 
The Manufacturing Confectioner Publ. Co., Mrs. Earl R. Allured, 
James W. Allured, Stanley E. Allured, Allen R. Allured, $ S. Clinton 
St., Chicago 6, Illinois. 

3. That the known bondholders, mortgages, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages, or other securities are: (if there are none, so state.) 
None. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company but also, in cases where the stockholder or se- 
curity holder appears upon the books of the company as trustee or 
in any other fiduciary r-lation, the name of the person or corpora- 
tion for whom such trustee is acting, is given; also that the said 
two paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstanccs and cenditions under which stock- 
holders and security holders who do not appear upon the books of the 
company as trustees, hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant has no reason to be- 
lieve that any other persons, association, or corporation has any inter- 
est direct or indirect in the said stock, bonds, or other securities than 
as so stated by him. 

MRS. EARL R. ALLURED, Publisher. 

Sworn to and subscribed before me this 20th day of September, 1949. 
(Seal) B. E. WALKER, Notary Public. 

(My commission expires March 3, 1950) 


THE MANUFACTURING CONFECTIONER 
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Confectionately Yours 











REAM CANDY NOTE: A year ago, 

in Danville, Ky., Dorothy 
Frankel, Mary Leigh Nicols, and 
Anna Mary Forbes set up a candy 
kitchen in the Frankel basement to 
make candy for their friends. Made 
of cream, butter, sugar, vinegar, and 
flavoring, the cream candy went over 
so well that stores in neighboring 
towns sent in for trial orders. Then 
came larger department stores and 
soon the candy was selling in neigh- 
boring states as well. Today the three 
women have a staff of 12 and store 
space in a downtown Danville build- 
ing. They are barely able to keep up 
with demand. The candy sells from 
their Kentucky Kandies Kitchen 317 
Leonard Court, Danville, Ky., at 
$1.25 a pound plus 15 cents postage. 
Last month B. Altman’s introduced 
the cream candy in New York at 
$1.25 for a pound tin. Woodward 
and Lathrop, Washington, D. C., have 
cream candy “made in the heart of 
the Blue Grass country.” Other out- 
lets are to the south and as far west 
as Kansas City, Mo. 


ue ce * 


| gr -sioeneong BAR: Practically in- 
dispensable to the “everyday liv- 
ing of the citizens of this country,” 
that’s the nickel candy bar, says a 
Cosmopolitan magazine writer. Amer- 
icans drop their nickels on candy 
bar counters and in 300,000 vending 
machines each year for nickel bars, 
it’s reported, making a yearly total 
of $1,200,000,000. Last year vending 
machines alone dispensed 2,184,000,- 
000 bars. And per capita bar con- 
sumption is estimated at 144 of the 
“nickel delectabl+s.” 


& e ” 


"Bers MIX: In St. Joe, Ind., a 
classified ad requested: “To 
whom it may concern—Please don’t 
give my kids candy or ice cream 
cones. I appreciate your generosity, 
but the little stinkers won’t eat at 
home any more.” . In Baltimore, 
when Howard J. Struben lost his con- 
fectionery lease, he gave the store’s 
candy away to neighborhood children 
and police acted as ushers. . . . In 
New York gum research reports re- 
veal that, already here or imminent, 
are: gum capable of three bubbles 
in one, opalescent gum that'll change 
colors as you walk, ammoniated (for 
the teeth) gum, vitamin gum, gum 
that'll blow pictures, dry gum, and 
gum that'll not stick up anything. 
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Allegheny Ludlum Steel Corp. ....Oct. “49 
*Aluminum Cooking Utensil Co. ....Oct. ‘49 
“Ambrosia Chocolate Co. ..............:.:0 55 
American Dry Milk Instiute ........ Aug. ‘49 


“American Food Laboratories, Inc...Oct. “49 
*Anheuser-Busch, Inc. ..................000+ on 
ON isa istila cancels inccnamsanatieniatigielee 17 
TE Te Billa. nrarcrcsenstoresmseensicsesenes 53 
“Berry Copper Works, A. ................ Sept. “49 
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*Brown Instrument Co. 

*Burckhalter, Inc., C. W. ............... Sept. “49 
“Burke Products Company ............ Sept. ‘49 
*Burrel] Belting Co. .............:....sce002 Oct. ‘49 


“California Almond Growers Exchange 19 
“California Fruit Growers Exchange 
isinicntasiiadadindeaianiticheteaiaioul 2nd Cover, 15, 21 





RE SE SE! Sept. ‘49 
*Chocolate Spraying Co. .............cc00 56 
Cincinnati Aluminum Mould Co. .......... 56 
*Clinton Industries, Inc. ................ Oct. “49 
“Confection Machine Sales Co. ............ 54 
“Corn Products Co., Inc. ................ Oct. “49 
“Currie Manufacturing Co. ..................... 20 
*Davis & Company ..................ccscccsceseceeeees 61 
“Dayton Specialty Co. ..................... Oct. “49 
*Detecto Scales, Inc. .......................- Sept. “49 
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“Economy Equipment Co. ................ Oct. “49 
“Electric Auto-Lite Co., The ............. Sept. ‘49 
*Felton Chemical Co. .... . “49 
ot A RR 45 
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»  . | £ Senecio sSS 64 
“Fritzsche Brothers, Inc. ....................:..000+ 4 
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Land O’Lakes Creameries, Inc. ....Oct. ‘49 
“Lehman Company, Inc.., J. M. ........ Oct. ‘49 
Lynch Corporation Package 

Machinery Division .................. Oct. “49 
“Leuders & Co., George ................ccccccceeee 64 


“Magnus, Mabee & Reynard, Inc.....Oct. “49 
Manufacturing Confectioner Pub. Co. 
ERIE EAE ee SRLS REET EN 16, 37-40 





INDEX 


*Merckens Chocolate Co., Inc. .............. 22 
Metal Displays Co. of Philadelphic ...... 42 
- sO ERP Oct. ‘49 
*Milprint. Incerporated .....................00 35 


*Mills & Bro., Inc., Thos. ................Sept. “49 
*Minneapolis Honeywell Regulator Co... 59 
*"Najray Sales Co, ........-.--c-scsseeeees Oct. “49 
*National Equipment Cerp. .................- 3 
*National Food Products Co. ................ 58 
*National Sugar Refining Co. ......... Oct. “49 
*Neumann-Busless & Wolfe. Inc. ............ 58 
*Norda Essential Oil and Chemical Co.. 

ST ERSERDIS ESS SPE eee 4th Cover 
*Nulomoline Company, The .......... Sept. “49 
*Cakkite ProGucta, Enc. ..............:..0.ccccssevees 57 

*Package Machinery Company ............... 32 
*Peerless Confectionery Equipment Co... 

Bs SCRA ae eee Oct. “49 
*Penick & Ford, Ltd., Inc. ................0 58 
*Peter Partition Corp. ............ Sept. ‘49 
*Pfizer & Co., Inc., Chas. ............ 3rd Cover 
*Phillips Co., Inc., Charles R. .............. 18 
*Pitt & Sons Co., The C. M. ........ Sept. ‘49 
*Preferred Milk Products. Inc. ................ 54 
*Racine Confectioners Machinery Co..... 65 
“Bhogal Pamper Coy ............cscrecrcsocrestersersveess 46 
*Robinson Air-Activated Conveyor 

TINIE cesececsscscsnssnesconssocnvsnnesostqensoonene 56 
I, CN aseticienttisetnniecinseeseeeebines 60 
"Savage Bros. Co. ............-:1+++ es 51 
*Robert E. Savage Company ........ Oct. “49 
Schlitz Brewing Co., Inc. ............ Aug. ‘49 
*Seneff-Herr Co., Inc. ............:00 Oct. “49 
pO a Sept. “49 
*Solvay Sales Division. Allied 

Chemical & oye a ee 63 

*Speas Company .. ta tiaisidsaniiaeeaibien ame 
*Staley Mig. Co., A. ‘E ESE RS SY 
*Standard Casing Co., Inc. ............c.0000 63 
*Stehling Co., Chas. H. .............. Sept. “49 
*Sweetnam, Geo. H.., Inc. ..................00 43 
a Sept. ‘49 
I 36 
Triangle Package Machinery Co. ............ 44 
“Union Confectionery Machinery 

SO OAL CE ee eres 67 
*Universal-Engel Paper Box Co.....Sept. “49 
*Vacuum Candy Machinery Co. ............ 65 
“Voorhees Rubber Mig. Co.. Inc. ........ ~ 
“Voss Belting & Secialty Co. .................. 
*“Vyse Gelatine Co. 0.0... Sept. “ 


Walter Baker Chocolate and Cocoa 
Div. of General Foods Corp. ....12, 13 


“Warfield Chocolate Co. ..............ccccceeee 53 
“Weinman Brothers, Inc. ..................+ 36 
“Werner. John & Sons, Inc. ............ 14, 62 
OR ID. CTI, csscecctscccsnscsoccccesenssnes 42 
Western Confectionery Salesmen’s 

RS eee es 42 
“Whitson Products Div. of the Borden 

a RE RES aE Sept. “49 
*“Wittenheimer Machiney Co. ........ Oct. “49 


B. Young & Company of America, 
Ltd. 


*For Detailed Reference Data, See The “Purchasing Executives’ Number” for 
September, 1949 
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No Monopoly on Mechanized Efficiency in U.S. 


by PHILIP P. GOTT 


President, National Confectioners’ Ass'n. 


mg HE U.S. CANDY manufacturer must realize that he 
ne longer has the monopoly on mechanized eff- 
ciency,” Philip P. Gott, president, National Confectioners’ 
Ass’n, told Chicago candy manufacturers, suppliers, and 
jobbers in “A Candyman’s Report on Europe” recently. 


Mr. Gott included along with increased efficiency two 
other aids to European confectionery manufacturers in 
selling their products in the American market—(1) extra 
allocations of short materials in foreign countries when 
used for manufacture of export products and (2) lowered 
U. S. tariffs. His observations were based on a recently 
completed two-month conference tour of European candy 
centers. 


Factors which might work against a successful future 
for European confections on U. S. candy counters are the 
shortages and high costs of raw materials such as sugar, 
cocoa, and milk products, and the U. S. consumer’s taste 
in candy. 


Import-Export Picture 


“The candy import-export picture has now acquired 
at least five sides and, to base an opinion on one or even 
two sides would be grossly misleading,” Mr. Gott said. 
“In the question as to what extent the U. S. confec- 
tionery industry will be affected by imports, there are at 
least five factors involved—(1) relative costs of ingre- 
dients; (2) allocation of raw materials for export prod- 
ucts; (3) mechanized efficiency and operating costs; 
(4) tariffs; and (5) consumer acceptance,” he stated. 


Prices paid by some European manufacturers for such 
ingredients as sugar, milk products, and cocoa would 
seemingly make it difficult for them to produce candy 
for sale at prices competitive with U. S. products, if this 
cost factor were considered alone, Mr. Gott said. For 
example, while U. S. manufacturers as of March, 1949, 
paid 8 cents per pound for sugar, in Europe, the per 
pound cest ranged from 714 cents in the United Kingdom 
to 20 cents in Italy. In Switzerland, sugar was 10 cents; 
France, 14 cents; Belgium, 111 cents; and in the Nether- 
lands, 1114 cents. 


“The high sugar prices are, in part, the result of in- 
ternal taxes ranging from 1/5 of one per cent in Switzer- 
land to 744 cents per pound in Italy. In most of the coun- 
tries where beet sugar is grown, there is an import duty 
or internal tax which, in substance, protects the domestic 
beet growers,” Mr. Gott reported. 


“A factor which serves to cancel out to some degree 
the high cost of ingredients is the practice prevalent in 
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some European countries of allocating extra quantities of 
ingredients needed for export goods or permitting the 
sale of raw materials at lower prices if the end product 
is for export,” he added. 


Streamlining Production 


Also helping to counteract high costs is European 
determination to streamline production, he pointed out. 
“The U. S. candy manufacturer must realize that he no 
longer has a monopoly on mechanized efficiency,” Mr. 
Gott stated. He related how he saw rows and rows of 
wrapping machines in some plants—as equally efficient as 
those in U. S. plants because they were bought from the 
same machinery manufacturers. Europeans are continuing 
to an increasing extent, to buy and install modern ma- 
chines for processing and wrapping candies. In general 
wages per hour are considerably less than in the U. S. 


Stating that “The U. S. candy manufacturer is no 
longer fully protected by the tariff,” Mr. Gott explained 
that the tariffs on sugar candy have been reduced from 
40 per cent ad valorem under the Act of 1930 to 14 per 
cent ad valorem under the Reciprocal Trade Agreements 
of 1948. The tariff on solid chocolate valued at 10 cents 
or over per pound, which was 40 per cent ad valorem 
under the 1930 Act, is now 15 per cent ad valorem under 
the 1948 Agreements. 


U.S. Acceptance: Key 


“Perhaps, the whole question of the future of European 
confections, is whether or not they will have U. S. con- 
cumer acceptance,” he explained. “American candy lovers 
eat 90 per cent chocolate coated and uncoated candies and 
10 per cent solid chocolate. In Switzerland and some 
other European countries, the ratio is in reverse. They 
love their solid chocolate and maintain theirs is the best.” 

Mr. Gott traveled through England, France, Switzer- 
land, Italy, Belgium, and the Netherlands on his con- 
ference trip, the primary purpose of which was attendance 
at the recent international cocoa conference in London. 


(A report on the conference appeared in the October 
issue of THE MANUFACTURING CONFECTIONER—ED.) The 
cocoa conference attended by 160 delegates from 11 
countries, resolved to redouble efforts to rid the African 
Gold Coast of swollen shoot, a disease which is destroy- 
ing thousands of cocoa trees, and to assure an adequate 
supply of cocoa in order that a fair and consumer accept- 
able price can be maintained. 


THE MANUFACTURING CONFECTIONER 
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@ Appetizing appearance may make the initial sale—but 
it’s mouth-watering taste that builds repeat candy sales. 


Pfizer Citric Acid balances the sweetness of sugar and 


enhances the characteristic flavor. This natural 


fruit acid 


adds a tartness to fruit flavors that makes the first piece of 


candy a hard-to-resist invitation to eat more. 


The ready solubility of Pfizer Citric Acid will help you 
speed production. Moreover, its high quality and purity 


guarantee even acidulation from batch to batch. 


Pfizer Citric Acid is available as the U.S.P. product and as 
Anhydrous Citric Acid. Write today for further details and 
prices. Chas. Pfizer & Co., Inc., 630 Flushing Avenue, 





Brooklyn 6, N. Y.; 425 North Michigan Avenue, Chicago 


11, Ill; 605 Third Street, San Francisco 7, Calif. 
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| Manufacluring Chemists Since 1849 





























Norda Banana is true banana, made in the 
fine Norda plant. 


It’s as flavor-right as the best natural fruit 
a banana plant produces. Norda Concen- 
trated Imitation Banana has the rich, real 
taste ... the odor .. . all the character of 
good, ripe bananas. It’s a very popular flavor. 


Improve your candies, cookies, cakes . . . 
your pies, your puddings, your syrups... 
by using Norda Banana. It keeps well, goes 
far, saves you money, always gives you top 
quality. 


Get your generous free sample of Norda 
Banana—and complete Norda Flavor Cata- 
logue. Send to Norda today. 


Norda Banana... 
Another “Favorite to Flavor It” ® 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 
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